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Executive Summary 
This report examines how Customer Relationship Management and Web 2.0 can act as a 
catalyst for service (re)design in order to improve citizen engagement at Broxtowe Borough 
Council. Its department for Waste and Recycling Management has been used as the case 
study environment. 
 
The literature review discusses the differences between private- and public sector 
relationship management and explores its applicability within a local authority. With the 
arrival of second-generation Internet technologies, the Web 2.0 environment is fast 
emerging as the communication, interaction and service provision platform for all sectors 
and so its potential is comprehensively discussed. The research draws attention to the fact 
that in 2009, 70 per cent of households had Internet access and 76 per cent of the UK adult 
population used it regularly while it also saw a boom in social networking with 40 per cent 
of the Internet users stating that they have posted messages to chat sites, blogs and 
newsgroups; there was also a significant increase in self generated content.  
 
dŚĞĂŶĂůǇƐŝƐŚŝŐŚůŝŐŚƚƐƚŚĂƚĂůƚŚŽƵŐŚƚŚĞŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ homepage does appear to tick most 
boxes, its website as a whole is poorly developed. It is still organised in accordance with the 
organisational structure and uses council terminology. The underlying information is sloppy 
with lists of subjects seemingly dumped under one of the main headings. This is making 
navigation very cumbersome. There is far too much text to read, much of which does not 
even provide any useful citizen focused information and there are insufficient e-enabled 
services; as a whole it is not engaging.  
 
It is recommended that Broxtowe Borough Council:  
x Makes its website more user-friendly; 
x Intensifies its data analysis; 
x Starts using social media networking; 
x Applies Web 2.0 applications; 
x Develops more e-enabled services; and 
x Changes its organisational structure to support the Web. 
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1. Introduction 
The impact of the global and national financial crisis has not yet hit the public sector with 
full force but all public services must surely now be ambitious in being both radical in service 
redesign and efficient in service delivery. For local services striving to meet both objectives, 
the council website is the place to be. The time has surely come for major investment in 
self-service and making online journeys really work for the citizen. For Broxtowe Borough 
Council this means developing a new rigour, based on testing and a much more ruthless 
approach to content, focused on what their citizens actually want, as opposed to the 
content the Council thinks it should have. 
 
The time has come for the organisation to commit to self-service, because it is so much 
cheaper. It represents, for example, about one-twelfth of the cost of using the phone, or, 
even more so, in the case of a personal visit. And, if done well, it is arguably so much better 
for most people in most circumstances. Self-service as a policy, however, will only be 
sustainable if the web offering works right, first time and every time. 
 
Citizen Relationship Management (CiRM) provides both the business case and strategic 
framework for optimisation of relationships and encouragement of citizenship whereas Web 
2.0 provides the technological platform that enables service delivery innovation to improve 
accessibility; it also creates an environment where citizen related data can be captured 
more easily through the harnessing of collective intelligence and social networking. CiRM 
can furthermore be used to identify the most suitable areas within the organisation that can 
benefit from the implementation of Web 2.0. 
 
Web 2.0 applications can enhance and enrich the range of access channels currently used by 
the Council. Simple applications such as weblogs, RSS feeds, but also active participation on 
social network sites such as Facebook and Twitter should be used as an opportunity to reach 
out to the community. Reaching out in this way could have a positive impact upon the often 
distrusted image of a local authority and ultimately get the citizen engaged once more. 
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2. CRM: a catalyst for service (re)design 
Customer Relationship Management (CRM) is a relatively immature business or 
organisational practice and a universally accepted consensus has not yet emerged about 
what counts as CRM. Buttle (2009) ĞǆƉůĂŝŶƐ ƚŚĂƚ  ‘ĞǀĞŶ ƚŚĞ ŵĞĂŶŝŶŐ ŽĨ ƚŚĞ ƚŚƌĞĞ-letter 
ĂĐƌŽŶǇŵ ZD ŝƐ ĐŽŶƚĞƐƚĞĚ ? ? ůƚŚŽƵŐŚ ŐĞŶĞƌĂůůǇ ƉĞŽƉůĞ ǁŽƵůĚ ĂĐĐĞƉƚ ƚŚĂƚ ZD ŵĞĂŶƐ
customer relationship management, others use the acronym to mean customer relationship 
marketing. Parvatiyar and Sheth (2001) note that  ‘ŝŶ ƚŚĞ ĂĐĂĚĞŵŝĐ ĐŽŵŵƵŶŝƚǇ ƚŚĞ ƚĞƌŵ
ZDŝƐŽĨƚĞŶƵƐĞĚ ŝŶƚĞƌĐŚĂŶŐĞĂďůǇǁŝƚŚƌĞůĂƚŝŽŶƐŚŝƉŵĂƌŬĞƚŝŶŐ ?ǁŚĞƌĞĂƐ ŝŶƚŚĞĐŽŶƚĞǆƚŽĨ 
ƚĞĐŚŶŽůŽŐǇ ƐŽůƵƚŝŽŶƐ ? ZD ŝƐ ŵŽƌĞ ĐŽŵŵŽŶůǇ ĚĞƐĐƌŝďĞĚ ĂƐ  ‘ŝŶĨŽƌŵĂƚŝŽŶ-enabled 
ƌĞůĂƚŝŽŶƐŚŝƉŵĂƌŬĞƚŝŶŐ ?  ?Ryals and Payne, 2003). However, Johnson (2004) points out that 
 ‘CRM is more than just technology ?. While technology is a key enabler, it is only a means to 
an end. On the other hand, McKenzie (2001) articulates that  ‘CRM is a combination of 
strategy and information system aimed at focusing attention on customers in order to serve 
them better. ? 
 
Some of the differences of opinion can be explained by considering that a number of 
different types of CRM have been identified: strategic, operational, analytical and 
collaborative. Buttle (2009) explores the dominant characteristics for each type of CRM: 
 
x Strategic  W a core customer-centric business strategy that aims at winning and 
keeping profitable customers; 
x Operational  W focuses on the automation of customer-facing processes such as 
marketing, sales and customer service; 
x Analytical  W focuses on the intelligent mining of customer-related data for strategic 
or tactical purposes; and 
x Collaborative  W applies technology across organisational boundaries with a view to 
optimising company, partner and customer value. 
 
Taking into consideration the above four types of CRM and the variety of definitions within 
the academic and business lexicon it is no easy matter to settle on a single definition of 
CRM. Actually, Payne and Frow (2005) note ƚŚĂƚ  ‘ŵĂŶǇŽƌŐĂŶŝƐĂƚŝŽŶƐare in fact confused 
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about what constitutes CRM ? and in their research they found  ‘a wide range of different 
views ranging from direct mail and loyalty card schemes to it being a help desk or a call 
centre. ? dŚĞǇ ĐŽŶĐůƵĚĞĚ ƚŚĂƚ  ‘ƚŚŝƐ ůĂĐŬ ŽĨ Ă ǁŝĚĞůǇ ĂĐĐĞƉƚĞĚ ĂŶĚ ĂƉƉƌŽƉƌŝĂƚĞ ĚĞĨŝŶŝƚŝŽŶ ŽĨ
CRM can contribute to the failure of a CRM project when an organisation views CRM from a 
limited technology perspective or undertĂŬĞƐ ZD ŽŶ Ă ĨƌĂŐŵĞŶƚĞĚ ďĂƐŝƐ ? ? ŚĞŶĐĞ ƚŚĞ
importance to clearly articulate the meaning of CRM in the context of this report. 
Integrating the core CRM attributes identified thus far, I define CRM as: 
 
A business strategy, which, for tactical purposes, focuses on customer related data to 
improve customer facing processes and through application of technology aims to 
optimise customer value. 
 
To this effect, WĂǇŶĞĂŶĚ&ƌŽǁ ? ? ? ? ? ?ĂĐĐƵƌĂƚĞůǇĞǆƉůĂŝŶƚŚĂƚ ‘the importance of how CRM is 
defined is not merely semantic. Its definition significantly affects the way an entire 
organisation accepts and practices CRM. From a strategic viewpoint, CRM is not simply an 
ICT solution that is used to acquire and grow a customer base; it involves a profound 
synthesis of strategic vision; a corporate understanding of the nature of customer value in a 
multi-channel environment; the utilisation of the appropriate information management and 
CRM applications; and high-quality operations, fulfilment and service. ? 
 
In addition, Swift (2000) argues that organisations will benefit significantly from adopting a 
relevant strategic CRM definition and to ensure a consistent use throughout. Indeed, 
Mendoza et al. (2006) agree and propose tŚĂƚ ‘ZDŵƵƐƚďĞĐŽŶĐĞŝǀĞĚĂƐĂƐƚƌĂƚĞŐǇ ?ĚƵĞƚŽ
its human, technological and process implications, at the time an organisation decides to 
implement it. ?Grabner-Kraeuter and Moedritscher (2002) suggest on the other hand that 
 ‘the absence of a strategic framework for CRM is one reason for the disappointing results of 
many CRM initiatives ? whereas Kale (2004) notes that  ‘another key reason for CRM failure is 
viewing it merely as a technology initiative. ? 
 
 
 
 Broxtowe 2.0: using CRM and Web 2.0 as a catalyst for service (re)design in order to improve citizen engagement 
Robin Albregt (2010)                                                                                  Page | 12 
2.1 A framework for CRM 
Having explored and identified an underpinning definition for CRM, the next challenge is to 
explore some key CRM processes and try to develop them into a conceptual framework. 
Unfortunately, my literature review found few concepts or frameworks to draw inspiration 
from. Payne and Frow (2005) do make some referrals (e.g. Sue and Morin, 2001; Winer, 
2001) but I agree with their argument that these frameworks are either not comprehensive 
enough or are too basic. In fact, I prefer their own conceptual CRM framework which 
incorporates five generic processes: 
 
1. Strategy Development  W this process focuses on both the business and customer 
strategy and dependent upon how well these two strategies interrelate will 
ultimately determine the success of the CRM strategy;  
2. Value Creation  W it is important during this process for an organisation to ascertain 
what value it can provide to its customers, to determine what value it can expect in 
return and how to manage this value exchange. Perceiving customers as co-creator 
and co-producer (Bendapudi and Leone 2003; Prahalad and Ramaswamy 2004; 
Vargo and Lusch 2004) enables organisations to do this; 
3. Multi-Channel Integration  W despite relatively few published work on multi-channel 
integration (Friedman and Furey, 1999; Funk, 2002; Kraft, 2000; Sudharshan and 
Sanchez, 1998; Wagner, 2000), Payne and Frow (2004) argue it possibly being the 
most important process in ZD  ‘ďĞĐĂƵƐĞit takes the outputs of the business 
strategy and value creation processes and translates them into value-adding 
activities with customers ? ?/ƚĨŽĐƵƐĞƐŽŶƚŚĞŵŽƐƚƌĞůĞǀĂŶƚĐŽŵďŝŶĂƚŝŽŶƐŽĨĐŚĂŶŶĞůƐ
available, how to ensure that the customer receives a positive experience through 
those channels and how to create a holistic view of the customer when they interact 
with more than one channel; 
4. Information Management  W this process is all about collecting, collating and using 
customer data and information to create this holistic view of the customer. An 
organisation should have the capacity to store the data, and thus able to provide a 
corporate memory of customers, contain analysis tools to interpret the data and 
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 ‘develop a front- and back office to support the many activities that support 
customer contact, internal operations and administration ? ?'ƌĞĞŶďĞƌŐ ? ? ? ? ? ?; and
5. Performance Assessment  W finally, performance assessment ensures that the 
ŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ ƐƚƌĂƚĞŐŝĐ ĂŝŵƐ ŝŶ ƚĞƌŵƐ ŽĨ ZD ĂƌĞ ŝŶĚĞĞĚďĞŝŶŐ ĚĞůŝǀĞƌĞĚ, and to 
good standards. 
 
However, identifying and understanding the processes for a CRM framework is merely the 
starting point of any CRM programme. Through their research, Payne and Frow (2006) have 
identified four critical disciplines that must also be considered (figure 1 merges these 
processes and disciplines together): 
 
 
 
Figure 1  W CRM framework 
Source: adapted from Payne and Frow (2005; 2006) 
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1. Readiness assessment  W this helps the CRM sponsors and leaders of the organisation 
ƚŽ ĂƐƐĞƐƐ ŝƚƐ ƉŽƐŝƚŝŽŶ ŝŶ ƚĞƌŵƐŽĨ ƌĞĂĚŝŶĞƐƐ ǁŝƚŚ ƚŚĞ ZD ŝŶŝƚŝĂƚŝǀĞƐ ?  ‘ZĞƐĞĂƌĐŚ ŚĂƐ
shown that there are identifiable stages of maturity in CRM development (e.g. Ryals 
and Payne, 2001), with each stage representing a level of CRM maturity 
characterised by the extent to which customer information is used to enhance the 
ĐƵƐƚŽŵĞƌĞǆƉĞƌŝĞŶĐĞ ? ?WĂǇŶĞĂŶĚ&ƌŽǁ ? ? ? ? ? ?ĂƌŐƵĞƚŚĂƚ ‘ŝĨ ŶŽƌŐĂŶŝƐĂƚŝŽŶŝƐŝŶƚŚĞ
early stages of CRM development, it may be useful to start with an overview audit to 
help get senior management understanding and buy-in at an early stage, whereas 
ŵŽƌĞĂĚǀĂŶĐĞĚŽƌŐĂŶŝƐĂƚŝŽŶƐĐĂŶĐŽŶƐŝĚĞƌĂŵŽƌĞĐŽŵƉƌĞŚĞŶƐŝǀĞZDĂƵĚŝƚ ? ?They 
continue to explain that  ‘a readiness audit can be used to quickly form an initial view 
on the key CRM priorities, to define the relative importance of these priorities and to 
determine where efĨŽƌƚŶĞĞĚƐƚŽďĞĂƉƉůŝĞĚ ? ? 
2. Change management  W to implement CRM will typically mean an organisation has to 
undergo substantial organisational and cultural change. Payne and Frow (2006) 
describe accurately ƚŚĂƚ  ‘Ă ĚŝƐƚŝŶĐƚŝŽŶ ƐŚŽƵůĚ ďĞ ŵĂĚĞ ŚĞƌĞ ďĞƚǁĞĞŶchange 
management which is concerned with strategic organisational change and employee 
engagement, ? which they view as a more operationally-oriented set of activities. 
dŚĞƐĞ ĂĐƚŝǀŝƚŝĞƐ ? ƚŚĞǇ ĐůĂŝŵ ?  ‘ĂƌĞ ĐůŽƐĞůǇ ĞŶƚǁŝŶĞĚ ? ĂŶĚ ƌĞ ŵĞĂŶƚ ƚŽ ĚĞĂů ǁŝƚŚ Ă
number of barriers to change, not least the entrenched interest to preserve the 
status-quo, particularly relevant to local authority organisations such as Broxtowe 
Borough Council. An understanding of change management, its requirements and 
change management models (e.g. John <ŽƚƚĞƌ ?Ɛ(1996) 8-step change model, 
DĐ<ŝŶƐĞǇ ?Ɛ7-S framework (Peters, 1984), Kurt >ĞǁŝŶ ?Ɛ(1950) 3-stages to change and 
ĞĐŬŚĂƌĚĂŶĚ'ůĞŝĐŚĞƌ ?Ɛ ? ? ? ? ? ?ĨŽƌŵƵůĂĨŽƌĐŚĂŶŐĞ ?are therefore a pre-requisite to 
successful CRM implementation. 
3. Project management  W project management becomes increasingly more relevant as 
the size and complexity of CRM initiatives increase. Spiralling costs and missed 
deadlines during implementation can have significant consequences and create 
considerable damage to CRM credibility. Payne and Frow (2006) consequently 
propose that organisations adopt the  ‘Benefits Dependency Network ? framework 
(Wilson et al., 2000). This framework, like a crime scene, works backwards from the 
 Broxtowe 2.0: using CRM and Web 2.0 as a catalyst for service (re)design in order to improve citizen engagement 
Robin Albregt (2010)                                                                                  Page | 15 
project ?Ɛ objectives to ensure that all necessary business changes are made and CRM 
technology implemented. 
4. Employee engagement  W  ‘ĞŵƉůŽǇĞĞƐƉůĂǇĂ ĐƌƵĐŝĂů ƌŽůĞ ǁŚŝůƐƚ ŝŵƉůĞŵĞŶƚŝŶŐZD ?
both change management and project management are predominantly dependent 
ƵƉŽŶĞŶŐĂŐĞŵĞŶƚŽĨĞŵƉůŽǇĞĞƐĨŽƌƚŚĞŝƌƐƵĐĐĞƐƐ ?  ?WĂǇŶĞĂŶĚ&ƌŽǁ ?  ? ? ? ? ? ?DĂŬŝŶŐ
sure that excellent service standards are achieved consistently requires active 
engagement and commitment from employees  W front line members of staff 
particularly. 
 
Both the aforementioned CRM definition and above framework have clearly articulated that 
CRM encompasses human, process and technological elements. Further research by 
Mendoza et al., (2006) complements this and highlights 13 critical success factors for high-
quality CRM: 
 
1. Senior management commitment; 
2. Creation of a multi-disciplinary team; 
3. Objectives definition; 
4. Inter-departmental integration; 
5. Communication of the CRM strategy to the staff; 
6. Staff commitment; 
7. Customer information management; 
8. Customer service; 
9. Sales automation; 
10. Marketing automation; 
11. Support for operational management; 
12. Customers contact management; and 
13. Information systems integration. 
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2.2 CRM in the public sector: CiRM 
The emergence of e-government since 1998 has added a new momentum to the New Public 
Management oriented reforms and especially on research on how to improve public 
services through online applications (Caldow, 1999; Cook, 2000; Fountain, 2001; Ashford, 
2002; Abramson and Morin, 2003). ^ĐŚĞůůŽŶŐ  ? ? ? ? ? ?ŶŽƚĞƐƚŚĂƚ  ‘ĂďŽƵƚƚŚĞƐĂŵĞƚŝŵĞ ?ƚŚĞ
first publications about the application of the CRM concept in the public sector can be found 
ŝŶƚŚĞůŝƚĞƌĂƚƵƌĞ ? ?Deloitte Research, 2000; Kable, 2000; Souder, 2001; Hewson, 2002; Pang 
and Norris, 2002; Peoplesoft, 2002; Accenture, 2003; Collison, 2003; Herron, 2003; Hewson, 
2004; King et al., 2004). In his article, slightly altered definitions such as Citizen Relationship 
Management (CiRM), Constituent Relationship Management (CRM), Public Relationship 
Management (PRM) and Citizen Encounter and Relationship Management (CERM) are 
introduced. DĞƐƉŝƚĞ^ĐŚĞůůŽŶŐ ?Ɛ  ? ? ? ? ? ?ĐůĂŝŵƚŚĂƚ  ‘ƚŚĞ ůŝƚĞƌĂƚƵƌĞŽŶŝZDĐƵƌƌĞŶƚůǇ ůĂĐŬƐĂ
common definition, conĐĞƉƚƵĂůŝƐĂƚŝŽŶĂŶĚƐĞƚŽĨŐŽĂůƐ ? ?/ƉƌĞĨĞƌƚŚĞƚĞƌŵŝZD ? Taking into 
consideration the aforementioned definition of CRM, I define CiRM as: 
 
A strategy, which, with a broad citizen focus, aims to increase the capture of citizen 
related data to improve citizen-centric processes and through application of technology 
aims to optimise relationships and encourages new forms of citizenship. 
 
 ‘While identifying and retaining the most profitable customers in a commercial sense cannot 
be the objective of CiRM (Rocheleau, 2002), delivering high quality citizen oriented public 
services is. ? In fact, ^ĐŚĞůůŽŶŐ ? ? ? ? ? ?ĂƌŐƵĞƐƚŚĂƚ ‘the psychology of the citizen as a customer 
of public services is poorly understood in comparison to the consumer ? ?Indeed, he 
continues to explain that  ‘the concept of the customer in public services is complex and 
multi-dimensional where citizens can assume different roles, have competing demands, 
engage in different types of relationships and are likely to have different levels of ŝŶĨůƵĞŶĐĞ ?
(see also Hirschman, 1999; Ryan, 2001; Laing, 2003). Thus, CiRM should ultimately, 
ĂĐĐŽƌĚŝŶŐ ƚŽ K ?>ŽŽŶĞǇ  ? ? ? ? ? ? ?  ‘enable public service employees to have access to citizen 
profiles while they are in contact; in this way they can offer more personalised information 
and services, whilst able to identify any emerging trends and/or problems. Richter et al., 
 ? ? ? ? ? ? ƐĞĞ ŝZD ĂƐ ƚŚĞ ŵŽƐƚ ƐŝŐŶŝĨŝĐĂŶƚ ŽĨ  ‘Ğ-KƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ ĞŶĂďůĞƌƐ ? ĂŶĚ ĂƌŐƵĞ ƚŚĂƚ  ‘ŝƚ
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plays a key role in redefining the relationship between local government agencies and their 
citizen-ĐƵƐƚŽŵĞƌƐ ? ? 
 
Conversely, from a citizen perspective it is all about choice; this small word currently 
underlies a large volume of UK government rhetoric. <ŝŶŐ ? ? ? ? ? ?ĞǆƉůĂŝŶƐƚŚĂƚ ‘citizens must 
be able to choose their schools, hospitals, social housing and potentially any other service 
provided from the public purse. ? ,ĞƉŽŝŶƚƐŽƵƚ ƚŚĂƚ  ‘ĐŽŶƐƵŵĞƌƐďĞĐŽŵĞĐƵƐƚŽŵĞƌƐ ŝŶ ƚŚŝƐ
world and private sector management approaches are increasingly being seen as 
appropriate solutions to the problems of bureaucratic providers unable to offer a modern 
ƐĞƌǀŝĐĞ ? ?ŝZD, if implemented well, can provide the mechanism for a consistent service for 
Ăůů ĐŝƚŝǌĞŶ ŝŶƚĞƌĂĐƚŝŽŶƐ ĂŶĚ ĚĞǀĞůŽƉ  ‘ŝŶƐŝŐŚƚ ? ƚŽ ƉƌĞĚŝĐƚ ĨƵƚƵƌĞ ŶĞĞĚƐ ? /ƚ ŝƐ ƚŚĞƌĞĨŽƌe no 
surprise that CiRM has recently become popular in the UK public sector, and especially in 
local government (see also Blunkett, 2002; Cabinet Office, 1999; 2005; 2005a; 2006; 2007; 
Lyons, 2007) where a number of pilot projects (e.g. CRM pathfinder projects) have been 
funded and a National CRM Programme setup, to explore its benefits and to identify and 
disseminate best practice across authorities. To elaborate, in the 2006 Budget, the 
Chancellor asked for the advice of Sir David Varney on the opportunities for transforming 
the delivery of public services by looking at how the channels through which services are 
delivered can be made more responsive to the needs of citizens and businesses. In his 
report, Sir David Varney commented: 
   
 “DƵĐŚ ŚĂƐ ďĞĞŶ ĂĐŚŝĞved in the past decade. Compared to 1997, the government is 
now providing more services online or through comprehensive telephone contact 
centres ? allowing citizens and businesses improved ways to access government. 
However, the world is changing rapidly, with new challenges emerging that must be 
addressed. Citizens and businesses increasingly see their time as a limited resource. 
They rightly demand that their interactions with public services deliver value and that 
ƉƌŽďůĞŵƐĂƌĞƌĞƐŽůǀĞĚĨŝƌƐƚƚŝŵĞ ?(Varney, 2006; p. 3). 
 
2.3 Implementing CiRM 
So, while the expectations are clear, and the potential benefits attractive, CiRM 
implementation must be managed carefully to deliver results.  ‘y^stem users must be 
involved ? (Gefen and Ridings, 2002) to change both business processes and technology 
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(Swift, 2002; Goodhue et al., 2002; Campbell, 2003). In addition, King (2006) explains that 
this should be done progressively (see figure 2) and notes  ‘three major implementation 
levels, each level building on the previous oŶĞ ?: 
 
1. Improving accessibility; 
2. Organisational transformation; and 
3. Service delivery innovation. 
 
In this report I will merely seek ways in terms of how Broxtowe Borough Council can 
improve accessibility of its services and explore for innovative new ways to deliver services. 
Organisational transformation, albeit very important, is largely omitted from the analysis 
and discussion, simply due to the enormity and complexity of the topic and because it does 
not relate to the explorative nature of this report. 
 
 
Figure 2  W Implementing CiRM 
Source: King (2006) 
 
The pathfinder projects (which commissioned case studies of twelve local authorities that 
were seen as leaders in CiRM), the National CRM Programme and a web-based survey of all 
UK local authorities (see CRM National Programme, 2004; 2004a; Shaw et al., 2004) 
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revealed local authorities at different stages of CiRM maturity. Besides, they had adopted 
different tactics: some focused on deep integration of a few services whereas others 
shallow integration of many services (see figure 3).  
 
 
Figure 3  W CiRM maturity model 
Source: King (2006), adapted from Shaw et al. (2004) 
 
It is worth noting that none of the councils had achieved deep integration of many services 
and there was no evidence that CiRM was being used to generate an insight into the 
citizen ?Ɛ use of services or future service needs. Instead, CiRM was primarily used in 
telephone contact centres and one-stop-shops to help improve first call resolution rates and 
citizen satisfaction. The study report further highlighted that the most frequently targeted 
service was environmental and waste management, followed by general enquiries and then 
benefits, whereas interestingly the three highest cost and arguably most complex services, 
education, social services and housing, were lower down on the list of priorities. 
 
2.3.1 Barriers to implementing CiRM 
For the purpose of this report it is noteworthy to list the leading barriers to CiRM 
implementation, as identified in the survey: 
 
1. Cost (or budgetary constraints); 
2. Problems with information sharing and management; 
3. Joining up services; 
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3.   Legacy system integration; 
5.   Lack of skills and resources; 
5.   Change management; 
7.   Difficulties developing business processes; 
8.   No ownership at an appropriate management level; 
9.   Inadequate business case for CiRM; and 
9.   Inadequate customer service strategy. 
 
It would seem, from analysing the leading barriers, that there is a tension between the cost-
cutting climate in many councils and the high cost of packaged CiRM solutions; between 
traditional, bureaucratic cultures and the need to experiment and innovate; and between 
the provider-centric CiRM technology and the growing awareness that citizens should be 
involved in service design and delivery. To emphasise this point, King (2006) illustrates a 
ǁĂůů ? ǁŚŝĐŚ ƌĞƉƌĞƐĞŶƚƐ Ă  ‘ƐŝŐŶŝĨŝĐĂŶƚ ďĂƌƌŝĞƌ ƐƚĂŶĚŝŶŐ ďĞƚǁĞĞŶ ƚƌĂĚŝƚŝŽŶĂů ? ďƵƌĞĂƵĐƌĂƚŝĐ ?
political (power-holding) government organisations and the disempowered, and often 
disĞŶŐĂŐĞĚ ?ĐŝƚŝǌĞŶ ? (see figure 4). 
 
 
Figure 4  W Council-centric and citizen-centric barrier 
Source: King (2006) 
 
The model also illustrates three possible relationships between local authorities and their 
ĐŝƚŝǌĞŶƐ P ŝŶĨŽƌŵĂƚŝŽŶĂů ? ƚƌĂŶƐĂĐƚŝŽŶĂů ĂŶĚ ŝŶƐŝŐŚƚĨƵů ?DŽƐƚ ĐŽƵŶĐŝů ?Ɛ ŚĂǀĞ ĂŶ
informational/transactional relationship with a primary aim to provide an efficient response 
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to citizen enquiries which is supported by transactional systems (e.g. e-enabled forms, 
online payments). In reality, every council should aspire to develop an insightful 
relationshŝƉ ?,ĞƌĞ ?ĂĐŽƵŶĐŝů ĐĂƉƚƵƌĞƐĂŶĚĂŶĂůǇƐĞƐĐŝƚŝǌĞŶĚĂƚĂ ŝŶŽƌĚĞƌ ƚŽŐĞƚĂŶ  ‘ŝŶƐŝŐŚƚ ?
into their behaviour. However, there is also a radically different fourth relationship: co-
ƉƌŽĚƵĐƚŝŽŶ ? <ŝŶŐ  ? ? ? ? ? ? ĞǆƉůĂŝŶƐ ƚŚĂƚ  ‘ƚŚŝƐ ƌĞůĂƚŝŽŶƐŚŝƉ ŝƐ ƉƌĞĚŝĐĂƚĞĚ ŽŶ ĞǆƚĞŶƐŝve citizen 
access to information and systems that enable citizens to find out more about services 
available in their area (and their performance) and to challenge the service providers to 
improve performance, particularly via increased citizen participation in service design and 
ĚĞůŝǀĞƌǇ ? ? 
 
2.4 CiRM: the key concepts 
So, considering the above literature review on CiRM, what then are the most relevant 
components of CiRM and how can they be used and developed into a catalyst for service 
(re)design to improve user engagement? I have identified the following five important 
concepts: 
 
1. Capture citizen related data; 
2. Apply a citizen focus; 
3. Design citizen-centric processes; 
4. Utilise technology; and 
5. Offer new forms of citizenship. 
 
2.4.1 Capture citizen related data 
The foundation for any CiRM strategy is to collate citizen data and construct an information 
database. Winer (2001) proposes some good suggestions of the types of data that should be 
collected; however a CiRM database should contain the following information: 
 
x Service demand  W this data highlights the demand for services, and should be able to 
differentiate the higher volume services from the less demanding services; 
x Citizen contact  W who is  contacting the organisation; 
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x Method of contact  W today, there is an increasing number of access channels 
available, and therefore it is not only important to understand how contact is made, 
but more so how popular each access channel is; 
x Transactions  W this data should illustrate the take-up of e-enabled services; and 
x Historical  W all gathered data should be represented over a prolonged period of time 
to improve both its reliability and to make it easier to spot trends (e.g. peaks and 
troughs, seasonality, service efficiency). Furthermore, all data should be archived 
after a certain period of time. 
 
From experience, I know that council employees ĐĂŶďĞŐƵŝůƚǇŽĨĂƉƉůǇŝŶŐĂ ‘ƚŝĐŬ-in-the-box-
ĂƉƉƌŽĂĐŚ ?ƚŽǁĂƌĚƐŶĞǁŝŶŝƚŝĂƚŝǀĞƐ ?Ğ ?Ő ?ƐĞŶĚŝŶŐŽƵƚƋƵĞƐƚŝŽŶŶĂŝƌĞƐbut then not do anything 
with the responses and merely file them somewhere), however, in terms of CiRM this is not 
an option. The data that arises must be analysed, categorised and scrutinised for it to 
become useful and be used to explore new ways to achieve service improvements. 
 
2.4.2 Apply a citizen focus 
The data will provide and insight into why and when citizens are contacting their local 
council and clearly illustrates the high volume services. It also identifies the peaks and 
troughs as well as seasonal trends. The next step is to look inwards and assess its current 
service offering; a particular emphasis should be placed upon the identified high volume 
services since they have the potential to provide the biggest improvements. A council must 
locate any inefficiencies within its current range of services and explore ways to transform 
this into value. 
 
This value creation concurrently places an increased focus upon the citizen, who, especially 
in local authorities, is not always thought of first when it comes to service (re)design. It is 
important during this process that the council ascertains what citizen value it can provide 
and at the same time determines what service delivery value it can expect to achieve. 
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2.4.3 Design citizen-centric processes 
The whole point of CiRM is to get a holistic view of the citizen, establish their needs and as a 
result aim to substitute citizen-centric services in favour of council-centric services. A more 
diverse variety of access channels improves accessibility, whereas designing services better 
around the needs of the citizen will ensure that they receive a more positive experience 
through those channels. This could be as simple as extending the range of e-enabled 
services or to improve a ĐŽƵŶĐŝů ?ƐǁĞďƐŝƚĞŝŶĨƌĂƐƚƌƵĐƚƵƌĞ; many of which are often organised 
according the organisational structure and still use council terminology. The underlying 
information structure is often sloppy or out-of-date, with lists of subjects seemingly dumped 
under one of the main headings. In short, they are not citizen-centric. 
 
2.4.4 Utilise technology 
The proposition to make improvements is often associated with the utilisation of 
technological developments and/or applications. This stage of CiRM focuses on identifying 
new, improved or more appropriate access channels as well as the consequent complexities 
of multi-channel integration. The depth of integration within its current ICT infrastructure 
and the compatibility with legacy systems must be assessed. Furthermore, potential new 
security issues and risks should also be considered. 
 
2.4.5 Offer new forms of citizenship 
There are a myriad of different ways in which citizens can choose to engage with their local 
community (e.g. volunteer work, complaining to their local councillor, voting for local 
elections). However, there are only few ways in which the citizen can pro-actively engage 
with the delivery of publicly provided services. Considering the four aforementioned 
concepts, CiRM is all about the citizen. It will go a long way towards restoring some of the 
trust issues that have arisen between government and citizens in recent years and provides 
communities with more choice, both in terms of service accessibility and engagement.  
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3. Web 2.0: Identifying ways to improve citizen (user) engagement 
With the arrival of second-generation Internet technologies, the Web 2.0 environment is 
fast emerging as the communication, interaction and service provision platform for all 
sectors. Both business and government organisations are recognising the significant 
potential of the Web 2.0 environment in building relationships with customers, employees 
and citizens, and in co-creating content and services that will benefit all who interact in the 
ĞŶǀŝƌŽŶŵĞŶƚ ?ŚĂŶŐĂŶĚ<ĂŶŶĂŶ ? ? ? ? ? ?ĞǆƉůĂŝŶƚŚĂƚ ‘ǁŝƚŚƚŚĞĂĚŽƉƚŝŽŶŽĨƐŽĐŝĂůĐŽŵƉƵƚŝŶŐ
and social media by citizens under the age of 25 already exceeding 75 percent, government 
organisations now need to plan and implement initiatives to engage and service the citizens 
ŽĨƚŽĚĂǇĂŶĚƚŽŵŽƌƌŽǁ ? ?dŚĞǇĐůĂŝŵƚŚĂƚ ‘ƚŚĞĞƌĂŽĨtĞď ? ? ?ŝƐƵƉŽŶŝƐ ?ĂŶĚĚĞĨŝŶĞƚŚĞtĞď
 ? ? ?ƉůĂƚĨŽƌŵĂƐ ‘ĂŶĞtworked world supporting individual users creating content individually 
and collectively, sharing and updating information and knowledge using sophisticated, 
diverse sharing devices and tools, and remixing and improving on content created by each 
other. It is a network platform that allows high levels of user interactions, resulting in 
ĐŽŶƚĞŶƚ ĂŶĚ ƵƉĚĂƚĞƐ ƚŚĂƚ ĂƌĞ ŝŶ ƚŚĞ  ‘ƉĞƌŵĂŶĞŶƚ ďĞƚĂ ? ƐƚĂŐĞ  ? ‘ďĞƚĂ ? ŝƐ ƚŚĞ ƚĞƐƚƉŚĂƐĞ ŽĨ Ă
program, often tested by customers or others outside of an organisation], which in turn 
ĞŶĂďůĞƐƌŝĐŚƵƐĞƌĞǆƉĞƌŝĞŶĐĞƐƚŚĂƚŐŽŵƵĐŚďĞǇŽŶĚƚŚĞtĞď ? ? ?ĞƌĂ ? ? 
 
Many technologies populate the platform; however, before exploring these, it may be 
ǀĂůƵĂďůĞƚŽĞǆƉůŽƌĞŚŽǁƚŚĞĐŽŶĐĞƉƚŽĨtĞď ? ? ?ĐĂŵĞŝŶƚŽďĞŝŶŐĨŝƌƐƚ ?K ?ZĞŝůůǇ ? ? ? ? ? ?notes 
ƚŚĂƚ ‘ƚhe bursting of the dot-com bubble in 2001 marked a turning point for the Web, with 
many people concluding that the Web was overhyped, when actually bubbles and 
ĐŽŶƐĞƋƵĞŶƚ ƐŚĂŬĞŽƵƚƐ ĂƉƉĞĂƌ Ă ĐŽŵŵŽŶ ĨĞĂƚƵƌĞ ŽĨ Ăůů ƚĞĐŚŶŽůŽŐŝĐĂů ƌĞǀŽůƵƚŝŽŶƐ ? ? /Ŷ ĨĂĐƚ ?
K ?ZĞŝůůǇ  ? ? ? ? ? ? ƉŽŝŶƚƐ ŽƵƚ ƚŚĂƚ  ‘ƐŚĂŬĞŽƵƚƐ ƚǇƉŝĐĂůůǇ ŵĂƌŬ ƚŚĞ ƉŽŝŶƚ ĂƚǁŚŝĐŚ ĂŶ ĂƐĐĞŶĚĂŶƚ
ƚĞĐŚŶŽůŽŐǇ ŝƐ ƌĞĂĚǇ ƚŽ ƚĂŬĞ ŝƚƐ ƉůĂĐĞ Ăƚ ĐĞŶƚƌĞ ƐƚĂŐĞ ?dŚĞ ƉƌĞƚĞŶĚĞƌƐ ĂƌĞ ŐŝǀĞŶ ƚŚĞ ďƵŵ ?Ɛ
rush, the real success stories show their strength, and there begins to be an understanding 
ŽĨǁŚĂƚƐĞƉĂƌĂƚĞƐŽŶĞĨƌŽŵƚŚĞŽƚŚĞƌ ? ?/ŶŚŝƐĂƌƚŝĐůĞ ?K ?ZĞŝůůǇĐůĂŝŵƐƚŚĂƚƚŚĞĐŽŶĐĞƉƚŽĨtĞď
2.0 began with a conference brainstorming session between himself and Dale Dougherty, a 
ǁĞďƉŝŽŶĞĞƌ ?ŽƚŚŶŽƚĞĚƚŚĂƚƚŚĞtĞďŚĂĚŶŽƚ ‘ĐƌĂƐŚĞĚ ? ?ďƵƚŝŶƐƚead was more important 
than ever, with new applications and sites popping up regularly, and concluding a transition 
was taking place (figure 5).  
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Figure 5  W Transition from Web 1.0 to Web 2.0 
^ŽƵƌĐĞ PĂĚĂƉƚĞĚĨƌŽŵK ?ZĞŝůůǇ ? ? ? ? ? ? 
N.B. B-2-C: Business to Consumer 
 G-2-C: Government to Citizen 
 P-2-P: Peer to Peer 
 * - see subsequent sections for descriptions 
 
Where Web 1.0 was characterised by WYSIWYG (What You See Is What You Get), WIMP 
(Windows, Icons, Mouse, Pull-down menus) and simply pushing information at users (see 
figure 6), Web 2.0 is about exploiting broadband capability and using the Web as platform.  
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Figure 6  W Online environment in the Web 1.0 era 
Source: Chang and Kannan (2008). 
 
Figure 6 also illustrates that in the Web 1.0 era websites had Ă ‘ďŽƵŶĚĂƌǇŽĨŝŶƚĞƌĂĐƚŝŽŶ ? ?ƚŚŝƐ
symbolic boundary simply illustrates the unidirectional approach towards content 
ŐĞŶĞƌĂƚŝŽŶ ? ǁŚŝĐŚ ĐŽƵůĚ ŽŶůǇ ďĞ ĂĐĐĞƐƐĞĚ ƚŚƌŽƵŐŚ ǁĞďƐŝƚĞƐ ? ,ŽǁĞǀĞƌ ? K ?ZĞŝůůǇ  ? ? ? ? ? ?
ĞǆƉůĂŝŶƐƚŚĂƚ ‘tĞď ? ? ?ŶŽůŽŶŐĞƌŚĂƐ a hard boundary, but rather, a gravitational core (see 
figure 7 ? ? ?dŚŝƐƐƚĂƚĞŵĞŶƚŝƐƉƌŽďĂďůǇďĞƐƚƵŶĚĞƌƐƚŽŽĚŝĨŽŶĞĐŽŵƉĂƌĞƐŝƚƚŽƚŚĞǁŽƌŬŝŶŐƐŽĨ
our solar system. Our solar system is made up of the Sun, which is located at its core, 
planets, which orbit the Sun at varying distances, and to a lesser extend comets and 
asteroids. The planets (and for that matter the comets and asteroids in the Kuiper Belt and 
KŽƌƚ ůŽƵĚ ? ĂƌĞ ďŽƵŶĚ ďǇ ƚŚĞ ^ƵŶ ?Ɛ ŐƌĂǀŝƚĂƚŝŽŶĂů ƉƵůůĂŶĚ ŝƚ ŝƐ ƚŚŝƐ ŐƌĂǀŝƚĂƚŝŽŶĂů ƉƵůů ƚŚĂƚ
keeps the planets around it in orbit. To this day scientists are also still not quite clear on 
where the edge of the solar system is. 
 
In the context of Web 2.0, the Web as platform is the Sun, or in other words the 
gravitational core, and the many ideas and applications radiating out of this core are its 
planets, comets and asteroids. Websites, like the edge of our solar system, are no longer the 
boundary of interactions. 
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Figure 7  W Web 2.0 
Source: adapted from K ?ZĞŝůůǇ ? ? ? ? ? ?
 
So, what then is Web 2.0? Unfortunately, relatively ĨĞǁůŝƚĞƌĂƚƵƌĞ ?K ?ZĞŝůůǇ ? ? ? ? ? ?ŶĚĞƌƐŽŶ ?
2006; Rapoza, 2006; Pascu et al., 2007; Chang and Kannan, 2008; Zappen et al., 2008) is 
available and if you Google this question and look at the first ten search results out of the 
possible 380 million, the first ƌĂŶŬĞĚ ŝƐtŝŬŝƉĞĚŝĂ ? ƚŚĞ ƐĞĐŽŶĚ ŝƐK ?ZĞŝůůǇ ?ƐĂƌƚŝĐůĞ ‘What Is 
Web 2.0 ? and the third a Web 2.0 applications index. The fourth- and fifth-ranked listed web 
sites are short YouTube videos providing visual context. In her book on Web 2.0 strategies, 
Shuen (2008) discusses how organisations can seek to exploit Web 2.0, looks at how users 
can create value, and how networks can multiply the effects whilst exploring ways for 
people to build connections through the Web. 
 
However, perhaps the best way to obtain an understanding of Web 2.0 is to focus on its 
exploitation and advanced use of a broad range of web facilities; Web 2.0 solutions tend to 
ďĞƐŵĂůůŽƌ ‘ůŝŐŚƚǁĞŝŐŚƚ ?ǁĞď-based processes that can be easily re-used (see figure 8 for an 
overview). 
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Figure 8  W Web 2.0 applications 
Source: www.robmillard.com 
 
For the purpose of this report, and quite frankly due the sheer volume of applications 
around, I will not discuss all Web 2.0 solutions. Instead, I will now explain what I consider to 
be the most relevant technological advancements and approaches, whilst at the same time 
appropriately allocate them into groups that, taken together, should typify Web 2.0:  
 
3.1 Customisation and personalisation 
In my opinion, the most defining style of Web 2.0 is that it provides users with the option to 
customise and personalise web pages. Although, customisation and personalisation have 
already been extensively discussed in the e-business and information systems literature, the 
traditional views of this concept should now be extended in the Web 2.0 context. Wirtz et 
al. (2010) note three different types of customisation: personal, group and social. They 
ĞǆƉůĂŝŶƚŚĂƚ ‘ƉĞƌƐŽŶĂůĐƵƐƚŽŵŝƐĂƚŝŽŶŝƐĂĐŽŶĐĞƉƚƚŚĂƚŽĨĨĞƌƐ/ŶƚĞƌŶĞƚƵƐĞƌƐƚŚĞƉŽƐƐŝďŝůŝƚǇŽĨ
reconfiguring (e.g. changing the look of) websites according to their specific needs and 
ƉƌĞĨĞƌĞŶĐĞƐ ? ĂŶĚ ŝƐ ďĞĐŽŵŝŶŐ ŝŶĐƌĞĂƐŝŶŐůǇ ǀŝƚĂů ĨŽƌ tĞď  ? ? ? ĂƉƉůŝĐĂƚŝŽŶƐ ĂŶĚ ƉůĂƚĨŽƌŵƐ ? ?
Group customisation on the other hand enables whole groups to build and enforce new 
 Broxtowe 2.0: using CRM and Web 2.0 as a catalyst for service (re)design in order to improve citizen engagement 
Robin Albregt (2010)                                                                                  Page | 29 
configurations whereas social customisation refers to Internet businesses that are able to 
offer specifically customised products to pre-selected segments of society. 
 
3.2 User-generated content 
Another one of the more significant styles of Web 2.0 is user-generated content. Instead of 
websites presenting information and services that an organisation wishes to promote, it 
allows users to provide, and even organise, its content (Krumm et al., 2008). In this way, a 
council would put its users at the centre of its operations (citizen-centric), rather than taking 
the traditional council-centric approach; such approaches are still favoured by most local 
authorities. 
 
3.2.1 Weblogs (Blogging) 
Blogging is a facility for recording and publishing, akin to an electronic diary. Many people 
use blogs to publish their opinions on current events or things that have happened to them 
personally. Either way, blogs can be a very effective way of keeping people informed by 
quickly publishing information to a broad audience (Richardson, 2008). 
 
3.2.2 Wikis 
EĂŵĞĚĂĨƚĞƌ Ă ,ĂǁĂŝŝĂŶĂŝƌƉŽƌƚ ƐŚƵƚƚůĞďƵƐ  ? ‘tŝŬŝtŝŬŝ ? ŝƐ,ĂǁĂŝŝĂŶ ĨŽƌ  ‘ƋƵŝĐŬ ? ? ?ǁŝŬŝ ƐŝƚĞƐ
allow users to add new pages of content quickly, and to modify others (Godwin-Jones, 
2003). Wikis provide a modern way to provide collaboration facilities, and are found in 
those organisations that care about sharing knowledge. Probably the most used public wiki 
is Wikipedia, whose content is created and moderated by its users. It belongs to a not-for-
profit foundation and is built entirely by the contributions of volunteers (Wikipedia, 2010). 
Since the underlying philosophy is one of making it easy to publish, there is little 
bureaucracy to inhibit the creative process. Similarly, it is easy to put mistakes right; 
however, cynics point towards the lack of control which makes publication easy and creates 
opportunities for those with destructive or malicious intent. 
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3.2.3 Folksonomies 
dŚŝƐƚĞƌŵŝƐĂĐŽŵďŝŶĂƚŝŽŶŽĨ ‘ĨŽůŬ ?ĂŶĚ ‘ƚĂǆŽŶŽŵǇ ? ?DĂƚŚĞƐ ? ? ? ? ? ? ?ƚĂǆŽŶŽŵǇŝƐĂĚĞĨŝŶĞĚ
structure for cataloguing information through the use of tags (tagging is a means of 
classifying and categorising data on the Web; it is a keyword or term assigned to a piece of 
information). In a folksonomy however, a community of interested people collaborate to 
provide the tagging information (Brownbatterystudios.com, 2006). Effectively, the 
consumers of the information take control of classifying it. Tagging with a folksonomy 
should effectively make the information on a website easier to search and navigate. 
 
3.3 Interactivity 
Real-time transactions define the entry level for a Web 2.0 website. Developers can use 
interactive tools to deliver online services as part of a compelling experience for visitors so 
that they will not only return to the website, but choose to conduct transactions, thereby 
migrating from other channels that are more expensive to operate such as face-to-face or 
telephone. 
 
3.3.1 AJAX 
 ‘:yŝƐĂŶĂĐƌŽŶǇŵĨŽƌƐǇŶĐŚƌŽŶŽƵƐ:ĂǀĂĂŶĚyD> ? ?<ǇƌŶŝŶ ? ? ? ? ? ? ?/ƚƐƉƵƌƉŽƐĞŝƐƚŽŵĂŬĞ
web pages highly responsive by delivering the information that has changed rather than 
refreshing the whole page. Therefore, it is appropriate for highly dynamic applications such 
as data-driven sites, or those inviting user interactions. The application communicates with 
back-end servers or Web services via Web protocols using XML (a mechanism to identify 
structures in a document) to define the information content of the message, typically in a 
service-oriented environment (Walsh, 1998). 
 
3.3.2 Real-time interaction 
Websites used to represent relatively static information, but, as the channel becomes the 
preferred source of information, users more and more require real-time information on 
demand (Socitm, 2009). For instance, users who are about to embark upon a journey, and 
who want to find out if there are any serious delays, do not want to wait until the next local 
news update on the radio to find out. 
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3.3.3 Software as a Service (SaaS) 
 ‘^ĂĂ^ŝƐĂůĂƌŐĞƚŽƉŝĐŽŶŝƚƐŽǁŶ ?ďƵƚŝƐŚŝŐŚůǇƌĞůĞǀĂŶƚƚŽtĞď ? ? ? ? ?ƵďĞǇĂŶĚtĂŐůĞ ? ? ? ? ? ? ?
The principle is that instead of buying a software licence and installing the application on 
ŽŶĞ ŽĨ ƚŚĞ ŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ ŽǁŶ ƉůĂƚĨŽƌŵƐ ? ƵƐĞƌƐ ĂĐĐĞƐƐƚŚĞ ƐŽĨƚǁĂƌĞ ĂĐƌŽƐƐ ƚŚĞ tĞď ĂŶĚ
 ‘ƉĂǇ-as-you-ŐŽ ? ?DĂŶǇĂƉƉůŝĐĂƚŝŽŶƐĂƌĞĨƌĞĞƚŽƵƐĞ ?ďĞŝŶŐĨƵŶĚĞĚďǇĂĚǀĞƌƚŝƐŝŶŐǁŝƚŚ'ŽŽŐůĞ
already having developed a broad range of business applications as well as an office suite. 
SaaS is based upon the concept of  ‘Cloud Computing ?, which can be described as an 
emerging computing technology that uses the Internet and remote servers to maintain data 
and applications. The concept, quite simply, means that vast computing resources reside 
somewhere out there (in the cloud, see figure 9) and can be connected to and used as 
needed (Weber, 2008). 
 
 
Figure 9  W Cloud Computing 
 
3.3.4 Widgets 
A widget is an independent portion of code that may be embedded as a utility within 
another object, such as a Web page or the user desktop (Mäkelä et al., 2007). The widget 
performs some discreet function, such as showing the availability of a service, displaying a 
clock or displaying content from a third party (e.g. advertising material). They may be used 
ďǇďůŽŐŐĞƌƐĂŶĚŵŝŐŚƚĞŶĐŽƵƌĂŐĞŽƚŚĞƌƐŝƚĞƐŽƌďůŽŐƐƚŽĐĂƌƌǇĂŶŽƌŐĂŶŝƐĂƚŝŽŶ ?ƐŬĞǇƐĞƌǀŝĐĞ
information, such as recycling collection days or leisure centre opening times for local 
authorities. 
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3.4 Re-use of information 
The strength of Web 2.0 stems from the ability to combine knowledge, information and 
perspectives from many separate individuals and websites. At the simplest level, a website 
can increase its utility for visitors by collecting and combining information from another site, 
taking away the need for the visitors to do it themselves. The  ?^ŚŽǁ ƵƐ Ă ďĞƚƚĞƌ ǁĂǇ ? 
ĐŽŵƉĞƚŝƚŝŽŶůĂƵŶĐŚĞĚďǇƚŚĞh<ŐŽǀĞƌŶŵĞŶƚ ?ƐWŽǁĞƌŽĨ/ŶĨŽƌŵĂƚŝŽŶdĂƐŬĨŽƌĐĞ ?ŝƐĂŝŵĞĚƚŽ
promote the re-use of public information (see showusabetterway.com, 2010), and to show 
that they are serious, the Government is making available gigabytes of new or previously 
invisible public information through their  ?DĂŬŝŶŐWƵďůŝĐĂƚĂWƵďůŝĐ ? project and the launch 
of its accompanying new website: www.data.gov.uk. 
 
3.4.1 Mash-ups 
Mash-ups are hybrid web applications that combine data and processes from more than 
ŽŶĞ ŽƚŚĞƌ ĂƉƉůŝĐĂƚŝŽŶ ?DĞƌƌŝůů  ? ? ? ? ? ?ĞǆƉůĂŝŶƐ ƚŚĂƚ  ‘ĂDĂƐŚ-up website is characterised by 
the way in which it spreads roots across the Web, drawing upon content and functionality 
ƌĞƚƌŝĞǀĞĚ ĨƌŽŵ ĚĂƚĂ ƐŽƵƌĐĞƐ ƚŚĂƚ ůĂǇ ŽƵƚƐŝĚĞ ŽƌŐĂŶŝƐĂƚŝŽŶĂů ďŽƵŶĚĂƌŝĞƐ ? ? ,Ğ ĂƚƚĞŵƉƚƐ ƚŽ
clarify this vague data-integration definition of a Mash-ƵƉďǇ ůŽŽŬŝŶŐĂƚ  ‘ƚŚĞĞƚǇŵŽůŽŐǇŽĨ
the term, which was borrowed from the pop music scene, where a Mash-up is a new song 
that is mixed from the vocal and instrumental tracks from two different source songs 
(usually belonging to different music genres). >ŝŬĞƚŚĞƐĞ  ‘ďĂƐƚĂƌĚƉŽƉ ? songs, a Mash-up is 
an unusual or innovative composition of content (often from unrelated data sources), made 
for human (rather than computerised) consumption. ? 
 
3.5 Use of rich content 
In addition to improving access to services, it is content that should attract citizens to visit 
websites. The richer the content, the greater the likelihood there is of attracting and 
satisfying visitors. This group of technologies therefore, increases the bandwidth of 
communication between the organisation and its community of visitors. The ability to 
capture sights and sounds on mobile devices and to publish them easily dramatically 
expands the potential for providing and exploiting rich content (Socitm, 2009). 
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3.5.1 3-D 
The principal human-machine interface remains the display screen, which is implicitly two-
dimensional. However, if evidence from the world of film entertainment (e.g. Avatar, Alice 
in Wonderland and other recent 3D film releases) is anything to go by, this would suggest 
that much effort is being put into representing virtual images in 3-D with more 
sophistication in an attempt to enrich content. 
 
3.5.2 Mapping 
Maps are a familiar means on the Web of displaying geographical images and data. It is no 
longer necessary for organisations to have a comprehensive (and therefore often expensive) 
geographic information system in order to make use of mapping on its website. It is possible 
to include displays and information from facilities such as Google Maps into local 
applications using Mash-ups (Socitm, 2009). 
 
3.5.3 Podcasts/webcasts 
Podcasts are audio or video clips that may be downloaded and viewed on the Web, or 
downloaded to a personal device such as an MP3 player, i-pod or mobile phone. A webcast 
is primarily a live broadcast across the Web of an event; Richardson (2008) explains that 
 ‘many organisations that use webcasts also provide an archive so that people can view the 
ĞǀĞŶƚĂƐǇŶĐŚƌŽŶŽƵƐůǇ ? ?Ideally, a podcast should be available as a subscription service, with 
automatic updates and syndication to an RSS feed (see section 3.7.2 for a description). 
 
3.6 Networking 
An important part of the Web 2.0 environment is its focus on the individual users and their 
networks. Chang and Kannan (2008) agree with this statement and explain that whilst 
considering all the different applications and technologies available, which, for instance, 
enable users to create personal blogs, vlogs (video blogs) and podcasts and then link and 
stream to other users, this ultimately creates a network of related content (some created on 
their own, some downloaded or residing in other websites or blogs). Organising and 
ƐĞĂƌĐŚŝŶŐƚŚĞĐŽŶƚĞŶƚƵƐŝŶŐƚŚĞŝƌŽǁŶŬĞǇǁŽƌĚƐ  ?ĨŽůŬƐŽŶŽŵǇŽƌ  ‘ƐŽĐŝĂůďŽŽŬŵĂƌŬŝŶŐ ? ?ĂŶĚ
distributing this information to others in their network (see figure 10 ? ĐŽŶĨŝƌŵƐ K ?ZĞŝůůǇ ?Ɛ
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(2005) previously provided explanation (see section 3) that the Web 2.0 platform does not 
have a hard boundary, but rather, a gravitational core. 
 
Figure 10  W Social Networking 
Source: Chang and Kannan (2008). 
 
Social media networking on the other hand typically uses Web technologies to link 
individuals together in cyberspace on sites such as Facebook, MySpace, Twitter, Linkedin 
and Second Life. From a business perspective it is easy to dismiss these facilities as having 
no greater value than social chat between friends. In fact, they provide a means for people 
to get advice, help and can even learn from one another, and in an increasingly virtual world 
of work, employees cannot always turn to a colleague to ask for help. Nevertheless, most 
organisations block access to some or all of these sites, and there is still a limited 
understanding of their individual purposes and the opportunities that they present. 
 
3.7 Search and retrieval of information 
The downside of this  ‘information revolution ? is information overload. With so much 
information on the Web, any search is likely to generate thousands of results. Advanced 
search, signposting techniques and personalisation help people to find what they want from 
a surfeit of information. The objective is to reduce the amount of time that people spend 
searching for the information they need.  
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3.7.1 Advanced search 
One reason to view the information revolution as immature is that people are still struggling 
with the problems of information overload, apparent for both information  ‘ƉƵƐŚ ?ĂŶĚ ‘ƉƵůů ? 
(Socitm, 2009). Inappropriate use of e-mail is a major component of the problem. Many 
people I speak to feel they receive too many e-mails, but at the same time feel that they are 
letting their colleagues down by not reading or responding. There is therefore good reason 
to believe that, whilst e-mail has accelerated the pace of business, it is also a major 
contributor to inefficiency. On the other hand, when people search for information through 
a search engine, finding the required item amongst the volume of search results can in itself 
be a problem. 
 
3.7.2 RSS feeds 
RSS (most commonly used acronym for Really Simple Syndication) addresses the problem of 
publishing frequently updated information such as news items, blog entries and podcasts. It 
is an XML-based system that allows users to subscribe to their favourite websites. Using RSS, 
webmasters can put their content into a standardised format, which can be viewed and 
organised through RSS-aware software or automatically conveyed as a new content on 
another website (Hammersley, 2003; Richardson, 2005). 
 
3.7.3 Tag clouds 
This feature provides the user with a view of the most popularly referenced items within the 
site, with the top items in the largest font or brightest colour (see figure 11). Each item is a 
hyperlink to the relevant material with the cloud refreshing dynamically as the website is 
used (Begelman et al., 2006; Sinclair and Cardew-Hall, 2007). There are three main types of 
tag cloud applications, which are distinguished by their meaning rather than appearance.  ‘In 
the first type, size represents the number of times that tag has been applied to a single 
item. In the second, and perhaps used more commonly, size represents the number of items 
to which a tag has been applied, as a pƌĞƐĞŶƚĂƚŝŽŶŽĨĞĂĐŚƚĂŐ ?ƐƉŽƉƵůĂƌŝƚǇ ?/ŶƚŚĞƚŚŝƌĚƚǇƉĞ ?
tags are used as a categorisation method for content items. Tags are represented in a cloud 
where larger tags represent the quantity of content items in that category (tagclouds.com). ? 
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Figure 11  W Tag cloud 
 
3.8 Web 2.0 in the public sector 
 ‘ZĞĂĐŚŝŶŐ ĐŝƚŝǌĞŶƐ ǁŚĞƌĞ ƚŚĞǇ ĂƌĞ  Win their communities  W will enable government to 
harness the collective intelligence of citizens, such as feedback on services, ways to improve 
the design of content and services, and ways to distribute content and services efficiently to 
various citizen groups. Additionally, such an engagement with citizens in their own settings 
will enhance the trust citizens have in their government and help government to build 
citizen loyaltǇ ? ? dŚĞƐĞinspiring words by Chang and Kannan (2008) should indeed be the 
ultimate aim of using the Web 2.0 platform to improve citizen engagement. Sadly, many of 
ŵǇ ĐŽůůĞĂŐƵĞƐ ?  ?ĂŶĚ / ǁŽƵůĚ ŝŵĂŐŝŶĞ ŵĂŶǇ ŽƚŚĞƌ ƉƵďůŝĐ ƐĞĐƚŽƌ employees) first reactions 
when confronted with the mentioning of Web 2.0 or social media networking is to think 
about people wasting time (and therefore money), security threats, non-compliance to 
WCAG 2.0 (Web Content Accessibility Guidelines) or have never even heard of these 
concepts altogether. Yet, despite the validity of some of these arguments in many a mind, 
they should not stand in the way of the opportunity to exploit new facilities that can drive 
up employee effectiveness and enhance public service through community engagement. 
The preceding chapters have been indicative of the enormous depth and breadth of Web 
2.0 solutions, and they are growing at an exponential rate (figures, 12, 13 and 14) 
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Figure 12  W Cumulative Weblogs: March 2003  W March 2007 
Source: Osimo (2008) 
 
 
Figure 13  W Cumulative Wikis: March 2003  W September 2006 
Source: Osimo (2008) 
 
 
Figure 14  W Daily social networking reach: July 2004  W July 2007 
Source: Osimo (2008). 
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Public sector organisations should seek ways to break themselves free from the fear of 
media scrutiny and public criticism in order to seize the opportunity to engage with citizens 
and gain their participation. Supported by such encouraging statistics, they should address 
what it known as the  ?ŶĞǁĚŝŐŝƚĂůĚŝǀŝĚĞ ?. Helbig et al. (2005) think of ŝƚĂƐ ‘ĂŐĂƉďĞƚǁĞĞŶ
those who have easy access to, and the ability to use, computer facilities like the Internet, 
ĂŶĚƚŚŽƐĞǁŚŽĚŽŶŽƚ ? ?ǁŚĞƌĞĂƐŽƚŚĞƌƐ ?^ŽĐŝƚŵ ? ? ? ? ? ?ƉĞƌĐĞŝǀĞŝƚƚŽďĞ  ‘a divide between 
the public sector and its technically literate citizens who are already embracing these new 
opportunities. ? However, and without being ageist, I feel the divide is mostly between those 
who have been brought up in the information age, and who intuitively know how to make 
better use of the facilities, and those who were brought up at the end of the industrial age, 
with a different kind of thinking. For the latter group, gaining the knowledge, or even using 
ƚŚĞŝƌŝŵĂŐŝŶĂƚŝŽŶƚŽĚĞƉůŽǇ/dĨĂĐŝůŝƚŝĞƐŝŶŽƌĚĞƌƚŽŵĞĞƚƚŚĞŝƌŽǁŶĂŶĚƚŚĞŝƌŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ
needs, is very hard work. Prensky (2001) refers to them as  ?ĚŝŐŝƚĂůŝŵŵŝŐƌĂŶƚƐ ? whereas the 
other group, the  ?ĚŝŐŝƚĂůŶĂƚŝǀĞƐ ?, have difficulty understanding just what it is that the digital 
ŝŵŵŝŐƌĂŶƚƐ ‘ĚŽŶ ?ƚŐĞƚ ? ? 
 
However, the credit crunch, the banking crisis and an increasing rate of unemployment are 
imposing a massive strain on the public purse. The consequences are affecting all areas of 
government. Council tax receipts are in decline, whilst demand for benefits and other 
services increase inexorably. As such, all local authorities will now have to respond by 
looking at ways of making more radical efficiency gains than in recent years, without 
ĐŽŵƉƌŽŵŝƐŝŶŐƚŽŽŵƵĐŚŽŶƚŚĞƋƵĂůŝƚǇŽĨƐĞƌǀŝĐĞ ? ‘It is still widely believed that the public 
want to  ?ƐƉĞĂŬ ƚŽ Ă ƉĞƌƐŽŶ ? when they have queries. This popular misconception may be 
inhibiting some council ?s from moving further in this direction. Yet, figures collected by 
Socitm show that the web is overwhelmingly the most popular way to make enquiries and 
report, pay or apply for services from local government ? ?^ŽĐŝƚŵ ? ? ? ? ? ? ?&ŽƌĞǆĂŵƉůĞ ?ƚŚĞŝƌ
2008/2009 report on ICT trends shows that  ‘the web is responsible for 61% of all incoming 
enquiries, against 19% for the phone and 2% for face to face. ?  
 
The level of engagement of public sector staff is therefore important if Web 2.0 is to be a 
success. Chang and Kannan (2008) point out (see figure 15 ?ƚŚĂƚ  ‘ƚŚĞ ůĞǀĞůŽĨĞŶŐĂŐĞŵĞŶƚ
with citizens increases as the focus shifts from one of pure communication to one of service 
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delivery ĂŶĚĨƵůĨŝůŵĞŶƚ ? ?dŚĞǇĞǆƉůĂŝŶƚŚĂƚ ‘ƚŚĞƉƌŝŵĂƌǇŽďũĞĐƚŝǀĞŽĨĐŽŵŵƵŶŝĐĂƚŝŽŶ-focused 
use of Web 2.0 is to disseminate government information that is relevant to citizens as far 
and wide as possible so that citizens gain an increased awareness; citizens have easy access 
to information wherever they are; and governments can promote citizen-focused 
informational campaigns, all in a cost-ĞĨĨĞĐƚŝǀĞ ŵĂŶŶĞƌ ? ? ^ŽĐŝĂů ĐŽŵƉƵƚŝŶŐ ƚŽŽůƐ ƐƵĐŚ ĂƐ
blogs, podcasts and vlogs, RSS, wikis and social networks are available tools; local 
authorities such as Broxtowe Borough Council should therefore start experimenting with 
these technologies first before planning any other application. 
 
The primary objectives of an interaction-focused use of Web 2.0 on the other hand are to 
interact with citizens in an attempt to get their feedback on governmental policies, issues, 
services and plans; to get feedback on service design and new ideas; to benefit from, what 
Chang and Kannan (2008) ĐĂůů ?ƚŚĞ ‘ǁŝƐĚŽŵŽĨƚŚĞĐƌŽǁĚ ? ? ĂŶĚ ‘ƚŽŵĂŬĞƵƐĞƌƐŝŶƚermediaries 
in creating Mash-ƵƉƐŽĨĐŽŶƚĞŶƚĂŶĚĂƉƉůŝĐĂƚŝŽŶƚŚĂƚĐĂŶďĞŶĞĨŝƚŽƚŚĞƌĐŝƚŝǌĞŶƐ ? ?/ŶƚĞƌĂĐƚŝŽŶ-
focused use of the Web 2.0 platform is more challenging to implement  W the challenge being 
to authenticate the content created by users before it is mashed up into new content. 
 
ŚĂŶŐĂŶĚ<ĂŶŶĂŶ ? ? ? ? ? ?ĐŽŶĐůƵĚĞďǇĐůĂŝŵŝŶŐƚŚĂƚ ‘ƚŚĞƐĞƌǀŝĐĞ-focused use of Web 2.0 is 
the holy grail of social computing, possibly the most difficult to implement successfully but 
ŵŽƐƚ ŝŵƉĂĐƚĨƵů ŝĨ ƐƵĐĐĞƐƐĨƵů ? ?dŚŝƐƵƐĞŽĨtĞb 2.0 technology connects network effects of 
social computing with the intermediary role of network members. I find this difficult to 
imagine in the present day, since it would require government organisations to give up 
significant control of its content and applications, whilst also giving up control as to how 
these are used by intermediaries. Nevertheless, the potential for a superior, efficient and 
customised service is great. 
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Figure 15  W A framework for use of Web 2.0 in government 
Source: Chang and Kannan (2008) 
 
4. Connecting CiRM and Web 2.0 
The preceding two chapters have explained CRM, CiRM and Web 2.0, and provided an 
insight of their applicability within the public sector. This section aims to bring the concepts 
together and illustrate their compatibility; the subsequent sections will incorporate this 
connection and apply it to the case study organisation. 
 
Ironically, the first connection between the two concepts focuses in actual fact on their 
differences of intent, yet this simultaneously illustrates that they also complement each 
other well. Considering my earlier definition, CiRM provides both the business case and 
strategic framework for optimisation of relationships and encouragement of citizenship 
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whereas Web 2.0 provides the technological platform that enables service delivery 
innovation and improves accessibility; it also creates an environment where citizen related 
data can be captured more easily through the harnessing of collective intelligence and social 
networking. 
 
Secondly, Web 2.0 applications enhance and enrich the range of access channels currently 
used by most public sector organisations. Evidence suggests (Socitm, 2009) that the 
traditional access channels such as telephone, face-to-face, post and fax are becoming less 
attractive and that the demand for self-serve is rapidly increasing at the same time. 
Successful application of CiRM therefore, and in particular capturing citizen related data, will 
enable organisations to discover the most suitable tools available to react to these shifts in 
demand and identify which Web 2.0 based applications are most suitable to apply. 
 
Furthermore, the cost differential between the three main access channels (face-to-face, 
telephone and Web) is quite staggering. For some time the only national figures available 
have come from research commissioned by the North West E-Government Group (see 
www.nwegg.org.uk), but now these have been reinforced by data gathered by Socitm, the 
membership association for all ICT professionals working in local authorities and the public 
and third sectors and suppliers to those sectors. Their figures give an indication of the 
average costs to serve per transaction: 
 
Face-to-face:  £6.56 per visit 
Telephone:  £3.22 per call 
Web:   £0.27 per visitor 
Source: Socitm (2008). 
 
The differences are quite significant; a typical website visit is twelve times cheaper than a 
typical phone call, which in turn is about half the cost of a typical face-to-face transaction. 
Sometimes overlooked is the point that the higher the volume of web visits, the lower the 
ƵŶŝƚ ĐŽƐƚ ŝƐ ůŝŬĞůǇ ƚŽ ďĞ ? /Ŷ ĂĚĚŝƚŝŽŶ ? ǁŝƚŚĂ ŐŽŽĚ ŝŶĨƌĂƐƚƌƵĐƚƵƌĞ ŝŶƉůĂĐĞ ? ĂŶ ŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ
website should be capable of handling major increases in traffic without incurring extra 
costs, whereas the phone or face-to-face will incur additional costs. 
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In turn, CiRM can be used to identify the most suitable areas within an organisation that can 
benefit from the implementation of Web 2.0 based applications, and to which extend 
(communication-, interaction- or service focused). Furthermore, analysing citizen related 
data through the reporting mechanisms within a CiRM software package provides not only a 
better understanding of the most frequent citizen enquiries, but can also be used to 
demographically segment a community and assess which groups access which channels and 
why. 
 
Web 2.0 applications can also facilitate the process of obtaining feedback from citizens. An 
interactive feedback portal on a corporate website (e.g. online chat or forum) is a much 
more time-efficient way for citizens to post comments, suggestions or complaints, rather 
than having to make the time to write a letter and then having to wait for up to a few weeks 
before receiving a response. The data stemming from this interactive feedback mechanism 
can become an important source of information, and if used correctly, could be applied as 
part of a continuous attempt to design public services better around the needs of the 
citizen. After all, the intention of any good CiRM strategy is to improve citizen-centric 
processes and what better way is there than to pro-actively involve your own community in 
the design process and shaping of the services themselves! 
 
Simple Web 2.0 applications such as blogs, vlogs and podcasts, but also active participation 
on social network sites, should be used as an opportunity to reach out to the digital natives 
of a community. Reaching out in this way could also have a positive impact upon the often 
distrusted image of a local authority, and challenges growing concerns, which, according to 
Bloomfield et al. (2001), are  ‘ƚŚĞ ĚĞĐůŝŶŝŶŐ ĂďŝůŝƚǇ ŽĨ ĞůĞĐƚĞĚ ŵĞŵďĞƌƐ ƚŽ ƌĞƉƌĞƐĞŶƚ
increasingly diverse communities in a period of rapid change, and a sense of powerlessness 
ĂŵŽŶŐĐŝƚŝǌĞŶƐŝŶƚŚĞĨĂĐĞŽĨĚŝƐƚĂŶƚĞĐŽŶŽŵŝĐĂŶĚƉŽůŝƚŝĐĂůĨŽƌĐĞƐ ? ? 
 
5. Methodology 
Several months ago I started to consider a topic for my thesis; it was then that I happened 
to come across the concept of Web 2.0. I was intrigued by this concept and wanted to find 
out more about it. I conducted some background research to familiarise myself and realised 
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that there were some great opportunities available for my own organisation. Broxtowe 
Borough Council had always been slow to adopt new technology but nevertheless I felt that 
it could benefit greatly from Web 2.0; and so the topic for my thesis was formulated. The 
Customer Services Contact Centre had already brought about positive changes within the 
Council and also introduced CRM; I could see the synergy between the two concepts and 
was keen to explore further if this could trigger service improvements and ultimately 
improve citizen engagement. 
 
I was assigned Dr. Duncan Shaw as my thesis supervisor and was keen to get things started. 
My literature review comprised three topics: CRM, CiRM and Web 2.0.  I found some very 
interesting articles on CRM, particularly relevant ǁĞƌĞ ‘The role of multichannel integration 
in customer relationship management ? ?  ‘A Strategic Framework for Customer Relationship 
Management ?ĂŶĚ ‘Customer Relationship Management: from Strategy to Implementation ? 
by Adrian Payne and Pennie &ƌŽǁ ? dŚĞ ĂƌƚŝĐůĞ  ‘CRM in the public sector: towards a 
conceptual research framework ?ĂŶĚ ‘Citizens as customers: Exploring the future of CRM in 
UK local government ?by Alexander Schellong and Stephen King respectively were of 
exceptional value to translate CRM into a public sector context whereas Tim K ?ZĞŝůůǇ ?Ɛ
widely ĂĐĐůĂŝŵĞĚĂƌƚŝĐůĞ ‘What Is Web 2.0: Design Patterns and Business Models for the Next 
Generation of Software ?ƉƌŽǀŝĚĞĚŵĞǁŝƚŚĂbetter understanding of Web 2.0. 
 
I picked out the key concepts from each topic, agreed my research question with Dr. Duncan 
Shaw and started my analysis. I have been fortunate in the fact that I work in the Contact 
Centre and therefore I have had full access to all the information that I required. I chose the 
ŽƵŶĐŝů ?ƐĚĞƉĂƌƚŵĞŶƚĨŽƌtĂƐƚĞĂŶĚZĞĐǇĐůŝŶŐDĂŶĂŐĞŵĞŶƚĂƐƚŚĞĐĂƐĞƐƚƵĚǇĞŶǀŝƌŽŶŵĞŶƚ 
and used the reporting tool in its CRM system to provide me with a long list of all the 
services that were handled in the Contact Centre for the past two financial years. I grouped 
them together into an information database and highlighted the highest volume services. I 
also requested the webmaster to run me reports for all the Waste and Recycling related 
web pages for the same time-period. Finally, I downloaded the Statistical Bulletin on 
Internet Access for Households and Individuals by the Office for National Statistics from 
www.data.gov.uk to assess the amount of citizens who actually use the Internet in the UK. 
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I then analysed the information and constructed an analysis framework to provide me with 
a better structure. In the framework I incorporated CRM, CiRM and Web 2.0 and grouped 
some of their concepts together. I then applied the analysis framework to the Council and 
the key findings are discussed in chapter 8. 
 
6. Analysis Framework 
The analysis framework provides not only a synopsis of the approach I will use to find the 
answer(s) to the main research question of this report, but also illustrates the main 
concepts that I intend to apply which were identified and discussed in the literature review: 
 
How can Broxtowe Borough Council use CRM and Web 2.0 as a catalyst for service 
(re)design in order to improve citizen (user) engagement? 
 
The analysis framework (see figure 16) illustrates my approach; the CRM concepts (black 
sections) are:  
 
1. Strategy development; 
2. Readiness assessment; 
3. Employee engagement; and 
4. Performance assessment. 
 
The CiRM concepts (blue sections) are:  
1. Capture citizen related data; 
2. Apply a citizen focus; 
3. Design citizen-centric processes; 
4. Utilise technology; and 
5. Offer new forms of citizenship. 
 
The Web 2.0 concepts (amber sections) are:  
1. Re-use of information; 
2. Customisation and personalisation; 
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3. Search and retrieval of information; 
4. Interactivity and use of rich content; 
5. User generated content; and 
6. Networking 
 
 
Figure 16  W Analysis Framework 
 
7. Analysis 
The analysis framework highlights the different elements of my analysis and visibly displays 
my approach; it amalgamates the key concepts from both CRM and CiRM frameworks as 
well as the key Web 2.0 concepts. Some concepts have been grouped together; their 
connections will be explored in the next sections; the yellow arrows indicate the 
chronological order of the framework. 
 
7.1 Strategy Development 
An essential element of any analysis framework is the accurate formulation and articulation 
of the strategy. The first stage of my framework specifies the strategic aim and describes the 
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synthesis between its various aspects. To all intents and purposes, the strategic aim of this 
report is to seek ways to improve citizen engagement. This has long been at the forefront of 
>ĂďŽƵƌ ?Ɛ ?DŽĚĞƌŶŝƐŝŶŐ 'ŽǀĞƌŶŵĞŶƚ ? programme of renewal and reform, yet to this day it 
remains a challenge for most local authorities, including Broxtowe Borough Council. Despite 
many options available to the organisation worthy of further exploration my research 
ĨŽĐƵƐĞƐĞǆĐůƵƐŝǀĞůǇŽŶƌŽǆƚŽǁĞ ?ƐZDƐǇƐƚĞŵĂŶĚƚŚĞĞǆƉůŽŝƚĂƚŝŽŶŽĨtĞď ? ? ?ĂƉƉůŝĐĂƚŝŽŶƐ ? 
DŽƌĞ ƐƉĞĐŝĨŝĐĂůůǇ ? / ŚĂǀĞ ĐŚŽƐĞŶ ƚŚĞ ŽƵŶĐŝů ?Ɛ ĚĞƉĂƌƚŵĞŶƚ ĨŽƌ tĂƐƚĞ ĂŶĚ ZĞĐǇĐling 
Management as the case study environment, and have done so for two important reasons: 
 
1. Since April 2008, Waste and Recycling services are delivered through the Customer 
^ĞƌǀŝĐĞƐŽŶƚĂĐƚĞŶƚƌĞĂŶĚƚŚĞƌĞĨŽƌĞƚŚƌŽƵŐŚƚŚĞŽƵŶĐŝů ?ƐCRM system; and 
2. Waste and Recycling services are among some of the most visible and well-known 
publicly provided services. 
 
7.2 Readiness Assessment 
The readiness assessment incorporates the perspectives of both the organisation as well as 
its community. It is important to have an in-depth understanding in terms of their respective 
positions so the most appropriate approach can be adopted. 
 
7.2.1 Is Broxtowe ready? 
In comparison to other local authorities in the UK, Broxtowe Borough Council was a laggard 
in terms of adopting CRM and is still in a relatively early stage of implementation. On 5
th
 July 
2005 a supplementary capital estimate of £350,000 was approved for ICT developments 
with funding from the Office of Deputy Prime Minister to achieve e-government standards 
for customer service provision. It commenced centralising its customer service functions 
through its Contact Centre on 23
rd
 April 2007. The six-phased project was called  ?ƵƐƚŽŵĞƌ
&ŝƌƐƚ ? and although the centralisation exercise is only one third complete, it handles some 
85,000 calls and 9,000 visits per annum for the two service areas that have so far migrated 
into the Contact Centre: Revenues and Benefits (Council Tax, Housing and Council Tax 
Benefits, Housing and Garage Rent and National Non-Domestic Rates) and Waste and 
Recycling (Refuse Collection, Street Cleaning and Ground Maintenance). 
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Nevertheless, its infrastructure is now in place, and although not yet fully accepted by the 
wider organisation, its CRM system has been quietly accumulating citizen related data for 
the past three years; unfortunately though no real analysis has been conducted to date and 
so the captured data remains largely unused. To date, the Council offers only a few e-
enabled services: 
 
x Arranging the removal of bulky waste items; 
x Ordering new glass waste bags; and 
x Finding out a bin collection day. 
 
7.2.2 Is the community ready? 
Obviously, it would not make sense to design e-enabled services if people are not accessing 
the Internet. It is therefore important to understand the levels of Internet access and 
frequency of use. According the Statistical Bulletin on Internet Access for Households and 
Individuals by the Office for National Statistics (2009) in 2009, 18.31 million UK households 
had Internet access. This represents 70 per cent of households and an increase of 1.85 
million households since 2008. Though, the proportion of households with access to the 
Internet varied between UK regions; the East Midlands scored 4 per cent below the UK 
average. In 2009, 37.4 million adults (76 per cent of the UK adult population) accessed the 
Internet, an increase of 10.3 per cent (3.5 million adults) from 2008. Subsequently, the 
number of adults who had never accessed the Internet fell to 10.2 million adults (21 per 
cent) in 2009. 
 
There has been growth in Internet access by all age groups. The youngest age group (those 
aged 16 W24) had the highest level of access, at 96 per cent, remarkably the largest increase 
in proportion of those accessing the Internet was in the oldest age group (65 plus). Access 
by those aged 65 plus increased proportionally by 15 per cent, compared with an increase of 
3 per cent for the 16 W24 age group. Furthermore, 73 per cent of adult Internet users 
accessed the Internet every day, with the 16 W24 age group accessing the Internet the most, 
with 86 per cent using it every day. The 65 plus age group used it the least, but still 52 per 
cent use it every day or almost every day! This notable statistic clearly supports my earlier 
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claim (see section 3.8) about the misconception that the public still prefer to speak to a 
person. 
 
The most popular Internet based activity remains sending and receiving emails, at 90 per 
cent. However, 2009 also saw a boom in social networking with 40 per cent stating that they 
have posted messages to chat sites, blogs and newsgroups; there was also a significant 
increase in self generated content (see figure 17). These statistics are particularly relevant 
within the context of this report, and clearly supports its cause. 
 
Figure 17  W Internet activity 
Source: Office for National Statistics (2009) 
 
7.3 Capture citizen related data 
This next stage of the analysis is all about collecting and collating Broxtowe Borough Council 
specific citizen related information and to amalgamate this into an information database. In 
doing so, I have used the historŝĐĂůƌĞƉŽƌƚŝŶŐƚŽŽůǁŝƚŚŝŶƚŚĞŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ CRM system and 
acquired data for the previous two financial years in terms of service demand. I also 
requested our Webmaster to compile me a report that highlights the web use for all Waste 
and Recycling related web-pages for the same time-period. 
 
7.3.1 Construct an information database 
The raw data extracted from the CRM system provided me with a long list of all services 
delivered through the Customer Services Contact Centre since April 2007. I have omitted 
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any non Waste and Recycling related data and have segmented the remaining information 
into appropriate groups: 
 
x Waste  W domestic, bulky, garden, trade, clinical and hazardous; 
x Bins  W applications, replacements and other; 
x Street Cleaning and Ground Maintenance  W street cleaning, parks and open spaces 
and public rights of way; and 
x Other  W neighbourhood wardens and vandalism. 
 
Figure 18 provides an overview of the total volumes whereas figure 19 illustrates a 
breakdown of the highest volume services: 
 
x Missed Bin Collections; 
x Bin Collection Day Enquiries; 
x Additional Bin Applications; 
x Replacement Bin Requests; 
x Bulky Waste Collections; 
x Street Cleaning Enquiries; 
x Lost, Found or Dead Animal Notifications; and 
x General Waste and Recycling Enquiries. 
 
I have adopted a similar approach in terms of the website related data; figure 20 displays 
the segmented groups and their respective hit-rates: 
 
x Waste  W domestic (this is included in the Waste and Recycling section homepage), 
bulky, garden, recyclable, trade, clinical and hazardous; 
x Other  W ďŝŶĂƉƉůŝĐĂƚŝŽŶƐ ?ƌĞƉůĂĐĞŵĞŶƚƐ ?tĂƐƚĞĂŶĚZĞĐǇĐůŝŶŐůĞĂĨůĞƚ ?ǁĂƐƚĞĚŽ ?ƐĂŶĚ
ĚŽŶ ?ƚƐĂŶĚƌĞĐǇĐůŝŶŐŽƚŚĞƌ ?ĂŶĚ 
x Self Serve  W when is my bin collection, glass waste bag request, maggot advice leaflet 
and A-Z of waste. 
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Figure 18  W Waste and Recycling service delivery overview 
Source: Private and Confidential 
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Figure 19  W Most popular Waste and Recycling services 
Source: Private and Confidential 
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Figure 20  W Waste and Recycling website hit-rate overview 
Source: Private and Confidential 
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7.3.2 Key findings from the information database 
In 2009/2010, 20,140 Waste and Recycling related enquiries were handled by the Contact 
Centre. This represents a 35 per cent increase in demand compared to the 14,885 enquiries 
in 2008/2009. The percentage increase between Q1 2008/2009 and Q1 2009/2010 of 70.2 
per cent is considerably higher than Q2 (32.4 per cent), Q3 (25.9 per cent) and Q4 (24.7 per 
cent). This inflated variance can be rationalised when one considers that the Waste and 
Recycling services only migrated into the Contact Centre as per 1
st
 April 2008, and as is often 
the case with implementing new business processes, some problems were initially 
encountered. Nevertheless, it is evident that the demand for Waste and Recycling related 
services has increased substantially. 
 
Most notable is the increased demand for domestic waste and bin related enquiries. 
Domestic waste related enquiries increased from 4,488 enquiries in 2008/2009 to 6,634 in 
2009/2010, an increase of 47.8 per cent. Despite this considerable increase, the overall 
demand for waste enquiries increased more moderately by 17.9 per cent. Bin related 
enquiries experienced the largest increase in demand; from 3,163 bin related enquiries in 
2008/2009 to 6,462 in 2009/2010, this represents an increase of 104 per cent. 
 
Evidently, the overall increase in demand is predominantly the result of an influx of a mere 
three services: missed bin collections, additional bin applications and replacement bin 
requests. The number of missed bin collection enquiries increased quite dramatically by 
87.9 per cent, from 2,691 in 2008/2009 to 5,056 in 2009/2010, while the amount of 
additional bin enquiries increased by 110 per cent, from 789 in 2008/2009 to 1,656 in 
2009/2010. Most dramatic however, is the increase of replacement bin requests. In 
2009/2010, 3,113 applications were made for a replacement wheelie bin or glass waste bag 
compared to 888 in 2008/2009, an increase of 251 per cent! Perhaps not as significant, but 
noteworthy nonetheless, is the concentration ratio of these three services in comparison to 
the total amount of Waste and Recycling enquiries. In 2008/2009, these three services 
combined totalled 4,368 out of 14,885, which represents a 29.3 per cent concentration 
ratio. This ratio increased significantly in 2009/2010; from a total of 20,140 enquiries, 9,825 
were missed bin, additional bin or bin replacement related, representing a concentration 
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ratio of 48.8 per cent. Regrettably, none of these three services are currently e-enabled, 
though these figures do propose a strong business case. 
 
In terms of the website, in 2009/2010, a total of 59,646 hits were recorded for all Waste and 
Recycling related web-pages. This represents an increase of a staggering 113 per cent 
compared to the 27,965 hits in 2008/2009. Not surprisingly, the increases between Q1  W Q4 
2008/2009 and Q1  W Q4 2009/2010 are equally impressive; the percentage increase 
between Q1 2008/2009 and Q1 2009/2010 is 109 per cent, for Q2 this is 171 percent, for Q3 
122 per cent and for Q4 68.7 per cent. Of course, this exponential growth is partly due to 
the development and addition of new web-pages over the past two years; all the Self Serve 
web-pages (with 14,825 hits) for instance were not yet developed in 2008/2009. It does 
however highlight the success of the Internet and the demand for e-enabled services. 
 
These statistics are encouraging indeed, especially when they are compared to the amount 
of Waste and Recycling telephone enquiries that come through Customer First. In 
2008/2009, nearly double the amount of people browsed the website looking for 
information (27,965) compared to the number of telephone enquiries (14,885). In 
2009/2010 this was nearly threefold with 59,646 web hits compared to 20,140 telephone 
ĞŶƋƵŝƌŝĞƐ ?&ƌŽŵĂĐŽƐƚŝŶŐƉĞƌƐƉĞĐƚŝǀĞ ?ĂŶĚŝŶĐŽƌƉŽƌĂƚŝŶŐ^ŽĐŝƚŵ ?Ɛ ? ? ? ? ? ?ĐĂůĐƵůĂƚĞĚĂǀĞƌĂŐĞ
cost to serve per transaction, in 2008/2009 it cost the Council £47,929 to handle all Waste 
and Recycling telephone enquiries but only £7,551 to accommodate all its website visitors. 
In 2009/2010 the total cost to handle the telephone enquiries has increased to £64,850 
compared to £16,104 (and this figure does not even include the point that the higher the 
volume of web visits, the lower the unit cost is likely to be) for its web visitors. 
 
7.3.3 Re-use of Information 
The previous section has quite clearly demonstrated the value for extracting data from 
ƌŽǆƚŽǁĞ ?Ɛ CRM system and its web reports. The key findings pinpoint exactly which 
services should be looked at first to identify if any value can be added. All processes are 
documented in its CRM system and a great strength of Web 2.0 stems from its ability to 
combine knowledge and information from many separate sources. A good example to 
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illustrate the value of re-using information to achieve service improvements, and not yet 
discussed so far, is the success of the  ?ǁŚĞŶŝƐŵǇďŝŶĐŽůůĞĐƚŝŽŶ ?application which went live 
in July 2009. This application, which allows citizens to find out their specific bin collection 
day, re-uses the information integrated within the CRM system and enables citizens to 
access this information through the Web. The application had homepage presence for a 2-
month period but was then moved to the Waste and Recycling section homepage. In July 
3,544 and in August 2,784 visitors had used the application; once it had lost its homepage 
presence however this number decreased to 464 visitors in September, 840 in October and 
915 in November. Towards the end of November, (when the annual paper-copy refuse 
calendars are issued to every household in the Borough) the application regained homepage 
presence and consequently in December 2,464 and in January 1,481 visitors used it to find 
their bin collection day. The example undoubtedly shows the value of re-using information. 
 
7.4 Apply a citizen focus 
The information database provides an insightful overview of the nature and volume of 
Waste and Recycling enquiries. The dominant services have become evident and since they 
represent nearly half of the total Waste and Recycling enquiries it would seem logical to 
look at these processes more closely, and ascertain if they are as valuable and citizen 
focused as they can be. 
 
7.4.1 Identifying citizen value 
I have assessed ƚŚĞŽƵŶĐŝů ?ƐĐƵƌƌĞŶƚŵŝƐƐĞĚďŝŶĐŽůlection process (see appendix 1 for the 
process map) for its value and inefficiency content levels. At present, the only way to report 
a missed bin collection is through the Contact Centre. The mere fact that this is the only 
option available is inefficient in itself; failure to supply alternative access channels creates a 
bottleneck-effect. This bottleneck-effect becomes particularly apparent during the Contact 
ĞŶƚƌĞ ?Ɛcore hours (daily from 10:00  W 14:00) when it experiences a significant peak in 
demand. And as demand increases, so does the abandonment rate. Consequently, citizens 
experience greater difficulties getting through, and they will simply have to keep trying until 
they have spoken to a member of staff. Obviously, this inflates the amount of calls offered, 
making it even more difficult for citizens to get through.  
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In terms of the missed bin collection procedure then, there are some elements of the 
procedure, which, from a citizen perspective, are highly inefficient and frustrating. To 
illustrate, most people seem to know exactly what time their bin is due to be emptied, and if 
their bin remains uncollected shortly afterwards, many assume it has been missed. 
Subsequently, they contact the Council to query why their bin has not been emptied. 
,ŽǁĞǀĞƌ ? ũƵƐƚ ďĞĐĂƵƐĞ ƚŚĞ ĐŝƚŝǌĞŶ ?Ɛ ďŝŶ ŚĂƐ ŶŽƚ ďĞĞŶĞŵƉƚŝĞĚ Ăƚ ŝƚƐ ƵƐƵĂů ƚŝŵĞ ĚŽĞƐ ŶŽƚ
automatically mean that their bin has been missed. The refuse team could have simply been 
delayed due to either traffic congestion, driving an alternative route or if it had to make an 
additional stop at the local waste disposal centre because the lorry was full. For these types 
of enquiries, the citizen is asked to call back after 4pm (when all the dustbin-lorries have 
returned to the depot). This part of the process is inefficient and very much council-centric. 
The citizen should not need to contact the Council on two separate occasions to resolve 
such a trivial enquiry. Particularly so, because from experience I know that most often the 
citizen is right anyway.  
 
The same applies for additional bin applications and bin replacement enquiries. Quite 
simply, I cannot see any reason why this service should not be made available online. It is 
compulsory for every household in the Borough to have a black lidded (for household 
waste) and green lidded (for dry recyclables, but can also be used for garden waste) bin, 
therefore the Council has a responsibility to ensure that this service is made available 
through as many access channels as possible. 
 
7.4.2 Identifying service delivery value 
Applying a citizen focused approach will ultimately also generate value for the Council itself. 
For instance, if the Council creates more e-enabled services which are capable to perform 
the same tasks, it would require less people and is thus able to run its operations more cost-
effectively. 
 
So, further exploration of the missed bin collection procedure (see appendix 1) exposes 
further opportunities. At present, members of staff in the Contact Centre are dependent 
upon paper-based refuse crew sheets to ascertain why a bin has been missed. All sheets are 
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scanned and indexed daily at 4pm before they can be accessed by Customer Services. If the 
crew sheet confirms that a bin was not collected because the bin either was not out, was 
contaminated, the lid was open or the wrong bin was put out, no further attempt will be 
ŵĂĚĞ ƚŽ ĞŵƉƚǇ ƚŚĞ ĐŽŶƚĞŶƚƐ ŽĨ ƚŚĞ ĐŝƚŝǌĞŶ ?Ɛ ďŝŶ ƵŶůĞƐƐ ƚŚĞǇ ĂƌĞ ƉƌĞƉĂƌĞĚ ƚŽ ƉĂǇ ĂŶ
additional £14.00 charge. From experience though, too often is there no mentioning on the 
sheet to indicate why a bin was missed or there are no sheets at all; this automatically 
ŵĞĂŶƐ ƚŚĂƚ ƚŚĞƌĞ ŝƐ ŶŽ ǀĂůŝĚ ƌĞĂƐŽŶ ǁŚǇ ƚŚĞ ďŝŶ ǁĂƐ ŵŝƐƐĞĚ ĂŶĚ ƚŚĞ ĐŝƚŝǌĞŶ ?Ɛ ďŝŶ ǁŝůů ďĞ
emptied the next working day at no additional charge. Instead, it is the Council who incurs 
the additional costs associated with sending out a separate dustbin-lorry the following day 
to empty the bin.  
 
7.4.3 Customisation and personalisation 
Due to the environment in which the Council operates in, its website needs to be updated 
constantly with new information and initiatives. However, with limited time and resource 
available there is often not much more to do than copy and paste things. Sometimes the 
best option is to start from scratch; however, this too, is not an option. So, slowly but surely 
the website has turned into something of a labyrinth over time, with information drowning 
in the depth of the abyss. As a result many people within the organisation are not able to 
see what a powerful tool the website can be for the Council, whilst at the same time it has 
lost ŝƚƐĐŝƚŝǌĞŶĨŽĐƵƐ ?ǀĞŶƐŽ ?ĂŶĚǁŝƚŚŐƌŽǁŝŶŐƉƌĞƐƐƵƌĞƚŽďĞĐŽŵĞ ‘ŐƌĞĞŶĞƌ ? ?ĨŽƌĞǆĂŵƉůĞ ?
the website remains a great opportunity available to the Council to get its local community 
involved. While people are still feeling the effects of the weakening UK economy, they 
continue to look towards their local council for support, and today, as previously discussed, 
the Internet is the first port of call for many people, with more people than ever before 
browsing online for information or solutions, before picking up the telephone or visiting 
ƚŚĞŝƌ ůŽĐĂů ŽƵŶĐŝů ŽĨĨŝĐĞ ? ŽŶƐĞƋƵĞŶƚůǇ ? ƚŚĞ ŽƵŶĐŝů ?Ɛ ǁĞďƐŝƚĞ ŶĞĞĚƐ ƚŽ  ‘ƐƉĞĂŬ ? ƚŽ ŝƚƐ
community, it needs to be a welcoming public space where citizens can visit, re-visit and 
interact with others in their community. Offering its users the option to customise and 
ƉĞƌƐŽŶĂůŝƐĞ ƚŚĞ ŽƵŶĐŝů ?Ɛ ǁĞďƐŝƚĞ ĂŶĚ ƌĞĐŽŶĨŝŐƵƌĞ ŝƚ ĂĐĐŽƌĚŝŶŐ ƚŽ ƚŚĞŝƌ ŽǁŶ ŶĞĞĚƐ ĂŶĚ
preferences is therefore essential and can cause it rise once again from the depths of the 
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abyss. Besides, in my mind nothing sums up citizen focus better than customisation and 
personalisation! 
 
7.5 Design citizen-centric processes 
So far, the analysis has highlighted the need for more e-enabled services and has proposed 
the most suitable candidates. It has not yet incorporated the role of the citizen. Today, there 
is plenty of evidence to suggest that people are becoming less engaged in the democratic 
process (e.g. declining turnouts for local government elections), especially in local 
government. At Broxtowe, a lack of citizen engagement can not only be traced back to its 
own lack of citizen focus, but also its structural lack of citizen-centric processes. The fact 
that the Council only has three e-enabled Waste and Recycling services and offers no 
facilities such as online consultation or discussion forums is indicative of its gross under-
utilisation of the Web. 
 
7.5.1 Improving accessibility 
After various meetings with our web team I have learned that they focus on elements such 
as navigation, information architecture, exploration and integration of new applications. 
Although I feel that these are important tasks, they should all be subordinate to 
understanding the citizen. There is little point developing online services if it is not what the 
citizen wants, because they will simply not use it. Thus it is essential that the range of access 
channels available to citizens is increased, making it easier for them to inform the Council 
what it is that they want. 
 
7.5.2 Search and retrieval of information 
The next stage of the analysis explores ƚŚĞ ŽƵŶĐŝů ?Ɛ ǁĞďƐŝƚĞ ? ĂŶĚ ĚŽes so from the 
perspective of the citizen. Its homepage (see figure 21) does appear to tick most boxes: it 
signposts users to service areas, provides an A to Z of services, has a site search engine, 
ŽĨĨĞƌƐ  ‘ƋƵŝĐŬ ůŝŶŬƐ ? ƚŽ ĂƉƉůǇ ? ĨŝŶĚ ? ƉĂǇ ? ƌĞƉŽƌƚ Žƌ ďŽ Ŭ ƐĞƌǀŝĐĞƐ ? ĂŶĚ ŚĂƐ Ă ĨƌĞƐŚ ĂŶĚ
contemporary lay-out.  
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Figure 21  W ƌŽǆƚŽǁĞ ?s homepage 
Source: www.broxtowe.gov.uk 
 
However, the problems become noticeable beyond this stage. I am not convinced that it is 
obvious to most people to search for Waste and Recycling services under Environment, but 
for those that do, other problems emerge. Content appears to have been added without 
any apparent control and questions should be raised in terms of how many hits web-pages 
such as  ?ĞĚĚŝŶŐ^ƉŽŶƐŽƌƐŚŝƉ ? (on the website since 14th August 2008),  ?&ĂƌŵĞƌƐDĂƌŬĞƚ ? (on 
since 2
nd
 June 2008), and  ?dŽƚŽŶ  ?DĂŶŽƌWĂƌŬ ĞƐŝŐŶĂƚĞĚŽŶĞ ? (on since 2nd June 2008) 
get, whereas obvious errors such as  ?dƌĂǀĞů  ?ĂŵƉ ? dƌĂŶƐƉŽƌƚ ? and  ?Trees &ĂŵƉ ? ,ĞĚŐĞƐ ? 
have been on display since 9
th
 June 2009 without having been noticed (see figure 22). 
&ƵƌƚŚĞƌŵŽƌĞ ?ƉŽŽƌƵƐĂŐĞŽĨŚĞĂĚŝŶŐƐŵĂŬĞƐŶĂǀŝŐĂƚŝŽŶŽŶƚŚĞŽƵŶĐŝů ?ƐǁĞďƐŝƚĞĞǀĞn more 
complex; I was surprised to find drainage related information (complete with the same 
 ‘ ?ĂŵƉ ? ƚĞǆƚƵĂů ĞƌƌŽƌƐ ? ƵŶĚĞƌ ƚŚĞ  ‘ĂƉƉƌŽƉƌŝĂƚĞůǇ ? ŶĂŵĞĚ  ?Ɛ ƌǀŝĐĞƐ ? heading (see figure 23). 
ǀĞŶ ƚŚĞ  ‘ƋƵŝĐŬ ůŝŶŬƐ ? ĂƌĞ ŶŽƚ ǀĞƌǇ ƋƵŝĐŬ ? / ƚƌŝĞĚ ƚŽ ƌĞƉŽƌƚ ĂŶ ĂďĂŶĚŽŶĞd vehicle, but was 
ĞǀĞŶƚƵĂůůǇĚŝƌĞĐƚĞĚƚŽĂďůĂŶŬ ‘>ŽĐĂůǀŝĞǁ ?ƉĂŐĞ ?ƵŶƐƵre of its purpose (see figure 24). 
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Figure 22  W Environment section homepage 
Source: www.broxtowe.gov.uk 
 
Figure 23  W Unclear headings 
Source: www.broxtowe.gov.uk 
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Figure 24  W Reporting an abandoned vehicle 
Source: www.broxtowe.gov.uk 
 
Finally, I can imagine that users may be overwhelmed by its sheer amount of text (see figure 
25). What is even more worrying is that the same information is displayed three times! 
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Figure 25  W Waste and Recycling section homepage 
Source: www.broxtowe.gov.uk 
 
So, whilst considering how to engage the citizens of its community, I think it is quite clear 
what Broxtowe needs to focus its attention on. 
 
7.6 Utilise technology 
As mentioned before, the website has become a major channel for delivering services. The 
Council initially set up its Contact Centre because it realised that it had to manage its 
channels (telephone, face-to-face, web) in a more integrated way. Now, as the numbers of 
those using the website exceed the numbers using the other channels, a similar 
organisational issue emerges. It becomes critical that new silos do not emerge that prevent 
joined-up working.  
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7.6.1 Multi-channel integration 
The heads of service for Customer Services and Waste and Recycling Management have the 
direct responsibility to ensure delivery of a consistent and high level of service. They must 
engage their own service areas and work together with ICT, the web team and other 
affected areas, Councillors and other interested parties as well as its community, to ensure 
an effective integration of any new access channels. 
 
7.6.2 Legacy system integration 
Due to budgetary constraints great consideration must be given to the levels of integration 
between its current service delivery infrastructure and what the Council is trying to achieve. 
Some of its ICT applications have little room for manoeuvre, while most of its employees do 
not possess the relevant skills to get involved. In addition, having to consider making 
redundancies for the first time in its corporate history, the Council simply has no budget 
available to bring in external help. It must therefore source internally, but this would 
automatically mean that most of the work that is required would have to be completed by a 
selected few, substantially disrupting their day-to-day working requirements. 
 
Considering the CiRM maturity model discussed in section 2.3, Broxtowe should be realistic 
in terms of its current position. I think it is fair to say that the Council should opt for shallow 
integration of a narrow service offering, with the three previously discussed services as ideal 
candidates. 
 
7.6.3 Interactivity and use of rich content 
Furthermore, given its current state of development, interactive technology (AJAX and Real-
Time Interaction) and applications (SaaS and widgets) do not yet apply; the same applies for 
rich content such as 3-D, webcasts and mapping. 
 
7.7 Offer new forms of citizenship 
It can be easy to forget that the website has much more to offer than merely being a 
channel for delivering services online, and so far much of my analysis has indeed focused on 
service (re)design. It has however also been the prelude to the ultimate aim of my research: 
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improving citizen engagement. In all honesty, very little in terms of participation is currently 
ĂǀĂŝůĂďůĞ ŽŶ ƌŽǆƚŽǁĞ ?Ɛ ǁĞďƐŝƚĞ ? ƵƉ ƚŽ ŶŽǁ ŝƚ ŚĂƐ ŵĞƌĞůǇ ĚĞŵŽŶƐƚƌĂƚĞĚ tĞď  ? ?0 
characteristics (see section 3, figure 6) and simply pushed information at its users.  
 
With the advent of Web 2.0 applications such an approach can now be inverted and more 
control given to the community, although it must be taken into account that this is a new 
concept for both Council and community. Consequently, it is prudent to consider a more 
cautious approach; given the circumstances it would be most appropriate to incorporate 
ŚĂŶŐĂŶĚ<ĂŶŶĂŶ ?Ɛ ? ? ? ? ? ?ĨƌĂŵĞǁŽƌŬĨŽƌƵƐĞŽĨtĞď ? ? ?ŝŶŐŽǀĞrnment (see section 3.8, 
figure 15). Broxtowe Borough Council should shift its current static focus to one of service 
delivery and engagement. Its objective should still be communication-focused but use Web 
2.0 applications to distribute information that is relevant to citizens as far and wide as 
possible so that they gain an increased awareness. This information should also be easily 
accessible wherever they are but above all citizens should be given the opportunity to share 
their thoughts and ideas and be encouraged to get involved. 
 
In this effort to improve citizen engagement, I think it is important that the Council starts to 
experiment first with light-weight applications such as blogs, vlogs, wikis, RSS feeds, tag 
clouds and to obtain feedback before planning any other applications. It could offer citizens 
the option to customise and personalise the homepage. Furthermore, it could possibly try to 
communicate within social networks such as Facebook, MySpace and Flickr and monitor the 
response. As a minimum they should acknowledge local online community forums. 
 
7.7.1 Building citizen trust 
The Council is at an early stage in thinking about the most effective way to get the best out 
of social media and reduce the risk of harm to its reputation, should the dialogue get out of 
ŚĂŶĚ ? /ƚ ŝƐ ǀĞŶƚƵƌŝŶŐ ŽƵƚ ŝŶƚŽ ƚŚĞ ƵŶŬŶŽǁŶ ĂŶĚ ĐĂŶ ĚƌĂǁ ůĞĂƌŶŝŶŐ ?Ɛ ĨƌŽŵ ĨĞǁ ƐŽƵƌĐĞƐ ?
Besides, Socitm (2009) highlights some unexpected events from two case studies; one case 
study is about service disruptions from severe weather. Here, Coventry City Council was 
very positive in using social media, but rather than gaining plaudits from its innovative 
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approach, it quickly found that it attached criticism because of problems with its refuse 
collection service.  
 
Another example occurred in Birmingham where local bloggers became involved, in the 
autumn of 2009, in a controversial debate with Birmingham City Council over the cost and 
quality of its new website. The bloggers went on to set up an alternative site 
(http://bccdiy.com) using data from the .gov.uk site to create what they claimed to be a 
more usable website generated over a few days using voluntary effort. This became a major 
local news story that did not reflect well on the council. 
 
Nevertheless, it is important that Broxtowe is perceived to be moving with its time and 
show that it wants its community to engage. The Council must learn to walk before it can 
run, and the same philosophy applies to building trust. It is absolutely crucial to engage 
citizens from the very beginning so their voices can be heard and their needs incorporated 
in the future service (re)design of its services. After all, with citizens having to pay more and 
more Council Tax each year, they might just start expecting more and more in return. 
 
7.7.2 Choice 
ƌŽǆƚŽǁĞ ?Ɛ ĐŽŵŵƵŶŝƚǇ ŝƐ ĚŝǀĞƌƐĞ ? ŝƚ ĐŽŵƉƌŝƐĞƐ ǇŽƵŶŐ ĂŶĚ ŽůĚ ? ůŝƚĞƌĂƚĞ ĂŶĚ ŝůůŝƚĞƌĂƚĞ ?
employed and unemployed, has many different nationalities and therefore many beliefs, 
customs, values and expectations. To accommodate accordingly, it must offer a range of 
options and choices, most of which have already been discussed. 
 
7.7.3 User-generated content 
The ultimate aim of citizen engagement is user-generated content. Many opportunities exist 
within the proposed range of new forms of citizenship. However, this new school of thought 
must be approached carefully, especially when considering the bureaucratic nature of 
Broxtowe Borough Council. Nevertheless, both the Council and its community must learn to 
speak the same language if they are to engage effectively. Tagging (and ideally 
folksonomies) could therefore be the ideal way to commence exploring user-generated 
content. 
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7.7.4 Networking 
Within the Council, social networking is still very much a frowned-upon concept; in fact 
most employees do not even have access to networking sites such as Facebook, Twitter and 
Flickr. The organisation should perhaps start to look around and see how other Councils are 
making the most out of these social networking sites. 
 
Coventry City Council for instance, has a very well established presence on Facebook. It has 
 ? ? ? ? ? ? ‘ĨĂŶƐ ?ĂƚƚŚĞƚŝŵĞŽĨǁƌŝƚŝŶŐand many comments are constantly posted on its wall. 
There are some appreciative comments aimed at the council but residents also still use it to 
vent their frustrations. In fact, Socitm (2010) conducted a survey In January 2010 and 
checked the Facebook pages of the 72 councils listed. They concluded that although 
Coventry City Council has been particular successful, most Facebook pages listed had fewer 
than 100 fans, suggesting that many councils are not yet fully committed to the channel. 
 
They also observed that one unhappy Coventry resident set up a 200-strong Facebook group 
threatening to dump uncollected rubbish at the council offices. In response, the council did 
not engage directly with this feedback, but counteracted by posting updates about extra 
crews being sent on refuse collection rounds. Since then, the discussions have moved on 
from refuse collection to include a new anti-violence campaign, the pope coming to 
Coventry on 19 September 2010 (which has generated quite the debate) and local road 
repair works. 
 
It is quite staggering to see a council Facebook page gain over 10,000 fans. The reason for 
the dramatic increase undoubtedly relates to the unprecedented quantity of comments and 
interactions made by existing fans. Other Facebook users who are friends of fans making 
comments will have seen these interactions in their newsfeeds and as a result may have 
visited the Coventry page and added a comment or become a fan  ?  which in turn will show 
up in the timelines of all their friends, and so on. The spur to all of this activity may have 
been the controversy surrounding the couŶĐŝů ?ƐƌĞĨƵƐĞĐŽůůĞĐƚŝŽŶƐĞƌǀŝĐĞ ?ďƵƚƚŚĞƉŽƚĞŶƚŝĂůŝƐ
clear for the council to capitalise on its boosted Facebook following as a channel for two-
way communication and engagement. 
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On the other hand, Newcastle upon Tyne City Council, Fenland District Council and Solihull 
Borough Council, all make good use of Twitter. Newcastle is keeping its citizens engaged 
through its 2,475 tweets and has so far accumulated 3,242 followers. Its tweets provide 
news updates and upcoming events whilst it also displays current job vacancies. Fenland has 
sent out far less tweets (281) but has still managed to get 2,869 followers. By far, most of its 
tweets are linked to articles from local newspapers. Solihull Borough Council uses the 
Twitter stream to provide instructions and uƉĚĂƚĞƐ ?ƐƵĐŚĂƐ  ‘ǁĂƐƚĞA?ƌĞĐǇĐůŝŶŐ PŶǇǁĂƐƚĞ
ŶŽƚĐŽůůĞĐƚĞĚƚŽĚĂǇƐŚŽƵůĚďĞƉƵƚŽƵƚŽŶǇŽƵƌŶĞǆƚƐĐŚĞĚƵůĞĚĐŽůůĞĐƚŝŽŶĚĂǇ ? ? 
 
7.8 Employee engagement 
None of the proposed service improvements or Web 2.0 applications will make any sort of 
impact if staff is not fully engaged. From experience I know only a handful of managers 
actually understand how many people visit the Council website. The majority however, do 
not seem to understand the importance of keeping their service content up to date, and 
almost certainly they do not see the website as a vehicle for service (re)design. 
Management should be involving the web team whilst exploring ways of improving front-
line services and share with them what it is they want to achieve. In fact, they should 
consult with both webmasters on a permanent basis. After all, if managers across the 
section are fully engaged, then so will their direct reports. Ultimately, the goal is that 
ĞǀĞƌǇŽŶĞ ‘ƚŚŝŶŬƐtĞď ? ?
 
7.9 Performance assessment 
Finally, it is important to frequently review and assess progress to ensure that the strategic 
aims are indeed being delivered and to good standards. It is imperative to review the 
amounts of web hits on a frequent basis and check for any anomalies, trends or general 
observations as well as being able to distinguish new visitors from returning visitors. A high 
rate of returning visitors would indicate a positive outcome to any changes made. The take-
up of e-enabled services and citizen engagement applications should also be monitored 
closely to assess how many people are actually using them. However, assessing 
performance is not a regular exercise at Broxtowe Borough Council. 
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8. Discussion 
This section will now tie everything together and discuss in further detail how Broxtowe 
Borough Council can use CRM and Web 2.0 as a catalyst for service (re)design in order to 
improve citizen (user) engagement. 
 
8.1 Insufficient analysis of the captured citizen related data 
The CRM and Web data that I have pulled together for the purpose of this report, but also 
the very basic information database that I have setup, are the first of its kind. This is a 
worrying statement, but I am not aware that anyone within the organisation has linked this 
data together before. It is absolutely crucial that the Council understands its levels of 
demand and on the whole, I feel people are more concerned getting by on a day-to-day 
basis than to take a step back and assess the situation. I appreciate that the temptation for 
getting stuck in is great and quite often this is necessary, but if no one is reviewing the 
current state of affairs, no progress will be made. Besides, strategic decisions can only be 
made if information is assessed, and assessed regularly. 
 
It is important that the organisation understands this and that it takes appropriate steps to 
improve the situation. A more detailed information database should be created and the 
captured data contained within it must be reviewed regularly. Ideally, it should also look to 
develop the reporting tool within its CRM system and identify if service demand can be 
penetrated further.  
 
For instance, my analysis has highlighted that missed bin collection enquiries is the highest 
volume service within Waste and Recycling. Consequently, it would be valuable to 
understand how many of these missed bins enquiries are actually caused by the citizen and 
how many are the result of the Council failing to execute its service correctly. Each missed 
ďŝŶ ƌĞĂƐŽŶ ŝƐ ĂůƌĞĂĚǇ ĐĂƉƚƵƌĞĚ ŝŶ ƚŚĞ ŽƵŶĐŝů ?s CRM system and therefore the reporting 
mechanism should be able to run reports on it. This will prove to be invaluable information 
because it is now possible to calculate the costs involved with having to go back to a 
ĐŝƚŝǌĞŶ ?ƐďŝŶĚƵĞƚŽƚŚĞŽƵŶĐŝů ?Ɛown fault. Even better, the CRM system is able to pinpoint 
exactly which refuse collection teams have the highest number of missed bins. For 
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management this facilitates the process of identifying its biggest offenders and to address 
the problem more effectively. Of course, in addition to the cost savings that this will 
generate for the Council, at the same time the citizen will benefit greatly since they will 
receive an improved standard of service. 
 
The same applies for bin replacements; why has there been such an increase in demand 
between 2008/2009 and 2009/2010? Again, management within Waste and Recycling 
should look at this information and ask further questions: Are the bins (or glass waste bags) 
of a poor quality? If so, do we need to speak to our supplier and renegotiate terms? If not, 
do citizens not handle their bins responsibly? Should we consider penalising repeat 
offenders? Was it the right decision to introduce glass waste bags in favour of wheelie bins? 
These are all valid questions that need further exploration; nevertheless, the trigger for such 
debate stems from the captured data within the information database. 
 
However, it is not merely the responsibility of Waste and Recycling to review this 
information. In an effort to improve joined-up working, and so offer a better service, regular 
meetings should be setup with members of staff from the various sections within Waste and 
Recycling but also with representatives from Customer Services as well as the web team and 
other affected areas.  
 
8.2 Not enough opportunities for citizens to get involved 
Designing citizen-centric processes and improving user engagement is a highly intertwined 
process. It is important that the organisation understands this connection. It simply cannot 
design citizen-centric services without actively involving its citizens, nor can it encourage 
user engagement if it does not provide the tools to do so. Its website, which is an ideal 
environment to get people engaged, exemplifies just how little opportunity Broxtowe 
citizens have to get involved. At the bottom of each webpage is an unassuming link where 
ƉĞŽƉůĞĐĂŶůĞĂǀĞ ‘ǁĞďƐŝƚĞĨĞĞĚďĂĐŬ ?ǁŚŝůĞƚŚĞŽŶůǇŽƚŚĞƌŽƉƚŝŽŶĂǀĂŝůĂďůĞŝƐƚŽŵĂŬĞĞŝƚŚĞƌĂ
comment, complaint or compliment where the citizen must fill in numerous free text fields. 
And that is it! This demonstrates the organŝƐĂƚŝŽŶ ?Ɛ total lack of citizen-focus and simply is 
not good enough. Considering Web 2.0 technology, the aim should be to give citizens a 
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range of options and allow them ƚŽ ĐƵƐƚŽŵŝƐĞ ƚŚĞ ŽƵŶĐŝů ?ƐǁĞďƐŝƚĞ ĂŶĚƉĞƌƐŽŶĂůŝƐĞ ŝƚ ƚŽ
their own needs and unique requirements. 
 
In this context, there is a spectrum of responses to the opportunities that Web 2.0 presents, 
but arguably none are as advanced and recognised as Redbridge Council. This council has 
made a strong commitment to Redbridge i beta, which is deeply integrated and runs right 
through the organisation; importantly it has the backing from the political leadership.  
Although I cannot see that such a comprehensive approach will ever be available to 
Broxtowe Borough in its current capacity, I do feel that much inspiration can be drawn from 
their website (see figure 26). The range of options available and the ease with which I was 
able to customise these were impressive (see figure 27). Their use of imagery is refreshing, 
innovative and makes navigating very easy and enjoyable.  
 
Figure 26  W Redbridge i beta (1) 
Source: www.redbridge.gov.uk 
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Figure 27  W Redbridge i beta (2) 
Source: www.redbridge.gov.uk 
 
Equally impressive is their commitment to citizen engagement (see figure 28). They have a 
wide variety of local neighbourhood forums, community networks and online consultations. 
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Figure 28  W Redbridge ŽƵŶĐŝů ?ƐĐŽŵŵŝƚŵĞŶƚƚŽĐŝƚŝǌĞŶĞŶŐĂŐĞŵĞŶƚ 
Source: www.redbridge.gov.uk 
 
Furthermore, Redbridge Council shows that it really is possible to get the public involved in 
ůŽĐĂů ĂƵƚŚŽƌŝƚǇ ŝƐƐƵĞƐ ǁŝƚŚ ŝƚƐ  ‘ZĞĚďƌŝĚŐĞ ŽŶǀĞƌƐĂƚŝŽŶ ? exercise (see figure 29). It is 
encouraging to see that they have such an active discussion forum, with some topics getting 
more than 110,000 views! In order to comment, users have to sign up and register for an 
account, so that it is an obvious way of encouraging people to register and take a more 
active part in the website and council decisions. At the same time this also makes policing 
the forums easier with the personal details of any offenders known to the Council. 
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Figure 29  W  ?Redbridge ŽŶǀĞƌƐĂƚŝŽŶ ? 
Source: www.redbridge.gov.uk 
 
Although Redbridge Council has been, and continues to be, a pioneer of widespread use of 
Web 2.0, social networking and user-generated content amongst local authorities, Stratford-
upon-Avon in turn, shows what a small council can achieve by applying Web 2.0 features to 
its existing website (see figure 30). Their homepage is engaging and has direct links to 
numerous of its online services and directly underneath are displayed the most popular 
topics; for any other topics the user has to merely scroll down the page. Users are 
furthermore encouraged to get involved by leaving their comments and  ‘have their say ?. 
 
In the short-term Broxtowe Borough Council should start to experiment with new ways of 
engaging its citizens by setting up a Facebook page and advertise this on its website; 
inspiration can be drawn from Coventry City Council and the web team should look to 
consult with their web masters and learn from their experience. Setting up neighbourhood 
forums is another quick and easy way in which it can seek to engage the community. In fact, 
the web team could setup a forum where people can suggest ways to improve the website, 
what they would like to change and how they would like to be engaged. The chief executive 
should have her own blog on the homepage and be committed to update it regularly. She 
must lead by example and such a small investment of her time could have a positive impact 
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on the community, who may feel more connected to the person who is in charge of their 
local authority. Furthermore, citizens should be given ample opportunity to voice their 
opinions and therefore leaving feedback should be made easier and more prominent. 
Similar to Redbridge Council and Stratford-upon-ǀŽŶ ŽƵŶĐŝů ? Ă  ‘,ĂǀĞ ǇŽƵƌ ƐĂǇ ? ? ŽƉƚŝŽŶ
enables the citizen to do so and will make them feel more involved, whilst the web team 
should also invest time and effort in Twitter. 
 
In the long-term the organisation must work behind the scenes and develop more and more 
citizen-centric e-enabled services. In the meantime it has to continue analysing the citizen 
related data from its CRM system but also examine the information that is being gathered 
from the above mentioned short-term experiments.  
 
 
Figure 30  W Stratford-upon-ǀŽŶ ?ƐƵƐĞŽĨtĞď ? ? ?
Source: www.stratford.gov.uk 
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8.3 Organisational structure does not support the Web 
The absence of user engaging applications is merely the end result of a much deeper 
problem, which at the same time also causes the organisation to not even get the basics 
right. None of its web pages are checked for their value of content to the citizen, ease of 
access and amount of views. Web-pages that display content which is out-of-date, incorrect 
or irrelevant should be removed from the website. They will only confuse the citizen and 
make it harder for them to actually find the information they want.  
 
The Waste and Recycling section homepage should be clear, concise and provide the citizen 
with the information that they require. Just to see how else it could look like I re-designed 
the Waste and Recycling section homepage (see figure 31; figure 32 incorporates Web 2.0 
applications); I simply re-arranged some its content, have given the high demand services 
presence on the section homepage and categorised the rest under appropriate headings. 
 
 
Figure 31  W New Waste and Recycling section homepage proposal (1) 
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Figure 32  W New Waste and Recycling section homepage proposal (2) 
 
This was a simple exercise, yet I feel it has already made quite an impact on the look and 
feel of the web page. dŚĞƌĞĨŽƌĞŝƚŝƐŝŵƉŽƌƚĂŶƚƚŽŝĚĞŶƚŝĨǇǁŚǇƐŽŵĂŶǇŽĨƚŚĞŽƌŐĂŶŝƐĂƚŝŽŶ ?Ɛ
web pages are of such poor quality. I can only come to the conclusion that the underpinning 
problem is that BrŽǆƚŽǁĞŽƌŽƵŐŚŽƵŶĐŝů ?ƐŽƌŐĂŶŝƐĂƚŝŽŶĂůƐƚƌƵcture does not support the 
Web. The web team does not get sufficiently included, there are unclear expectations 
between the web team and the respective service areas, there is uncertainty over who 
actually owns the content while there is a shortage of managers who actually appreciate the 
power of the website and are therefore not engaging their staff. 
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8.3.1 The web team does not get included sufficiently 
The web team, consisting out of a webmaster and assistant webmaster, are based in a little 
office on the top floor of the Town Hall. They have two windows on either side: one is too 
high to look out off whereas the other overlooks a brick wall. Insulation is poor and during 
wintertime they require additional radiators to keep them warm while in summertime their 
little office can turn into a sauna. Also, most service areas (and therefore most employees) 
are actually based in the Council Offices across the road. To sum up, they are tucked away in 
a dark corner of the organisation. 
 
This detailed description of their location may seem trivial, but I believe it symbolises part of 
the problem. Quite frankly, the web team is detached from the majority of the organisation 
and this just demonstrates how little importance the organisation attaches to its website. 
Furthermore, this detachment is not just physical; it symbolises their metaphoric exclusion 
as well. The web team are rarely invited to service area meetings and most communication 
is done via email. As a result they do not develop a sufficient understanding of the services 
delivered by the various service areas within the Council. This then makes it difficult for the 
web team to introduce any technology or applications that could enhance service delivery. 
 
In fact, the web team holds a unique position within the organisation. Regrettably, few 
service areas recognise this. They are actively involved with every service area within the 
Council, have no political motives and are therefore ideally positioned to share best practice 
throughout the organisation. Some areas within the organisation do come up with some 
very good ideas which can actually be applied throughout the Council. The web team can 
share these examples of best practice with the entire organisation, and in doing so play an 
important role in its effort to improve service delivery to its citizens. This becomes 
particularly relevant considering the diversity of the community and the range of different 
needs and requirements. For instance, citizens who contact the Council to make an 
application for Housing and Council Tax benefit tend to require a different approach 
compared to someone applying for an additional garden waste bin or leisure facility.  
 
 Broxtowe 2.0: using CRM and Web 2.0 as a catalyst for service (re)design in order to improve citizen engagement 
Robin Albregt (2010)                                                                                  Page | 78 
On the one hand, benefit claimants require a more simplistic approach and have more basic 
needs. Their main concerns include securing a roof over their head, do they have enough 
money to pay their bills and are they going to have enough money left to eat. Claimants are 
often in debt, have multiple creditors and still in this day and age some cannot read or write 
and therefore rely heavily upon the skill of the benefit officer. The provision of information 
and advice has to be both concise and explicit but also easily accessible because otherwise 
many people would simply not understand how the benefit system works. Benefit claimants 
are not overly concerned with the friendliness of staff or the grammatical correctness of the 
information they have been provided. Nor are they particularly concerned about their own 
health and the environment. 
 
On the other hand, citizens who make an application for an additional garden waste bin 
require a different approach. Often they are keen gardeners, care about the environment 
and so want to dispose of their waste correctly. Their basic needs in life are met and 
generally have higher expectations in terms of the Council providing an efficient service. 
They are more concerned that their bin is emptied every week and are more sensitive to 
receiving a friendly, polite and professional service. In turn, citizens who want to book 
leisure facilities such as a squash court, football pitch or aerobics class demand convenience 
and expect that their enquiry can be resolved quickly. 
 
However, there is only one website. This website has to appeal to many citizens and satisfy 
many different needs. Besides, citizens often need to contact different service areas and it is 
therefore essential to adopt a consistent corporate approach; hence the requirement for all 
service areas to consult and include the web team. 
 
For these reasons, and if only for symbolic purposes to start with, the web team has to re-
locate and be given a more central location. Their position within the organisation should be 
in line with the unique role that they have. Being included will enable them to take up a 
more active role within the organisation, become more visible and ultimately get more 
ƉĞŽƉůĞƚŽ ‘ƚŚŝŶŬtĞď ? ?
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8.3.2 Unclear expectations between the web team and service areas 
Most people within the organisation think that anything related to the website is the 
responsibility of the web team. They do not seem to realise just how much information is 
ĂĐƚƵĂůůǇŚĞůĚŽŶƚŚĞŽƵŶĐŝů ?s website and how much effort it takes to keep this information 
accurate and up-to-date. The lack of involvement discussed in the previous chapter does not 
only cause an insufficient understanding to arise between the web team and the service 
areas, it also causes confusion to arise about whose responsibility it is to ensure information 
finds its way onto the Web. 
 
DĂŶǇ ƉĞŽƉůĞ ǁŝƚŚŝŶ ƚŚĞ ŽƌŐĂŶŝƐĂƚŝŽŶ ƐŝŵƉůǇ ĚŽ ŶŽƚ  ‘ƚŚŝŶŬ tĞď ? ǁŚĞŶ ĂŶǇ ůĞŐŝƐůĂƚŝǀĞ ?
procedural or administrative changes occur in their area. The complexity of being a local 
authority with its myriad of services and measurements only complicates matters further. It 
has created a complex system of loosely interconnecting processes in which it is easy for 
things to get lost. Furthermore, bureaucratic rules and norms have prevailed over the years 
and the different service areas have been permitted to operate as independent silos. These 
ƐŝůŽƐ ŚĂǀĞ ŽƌŐĂŶŝƐĞĚĞŵƉůŽǇĞĞƐ ?ĂĐƚŝǀŝƚŝĞƐ ĂƌŽƵŶĚ ƚŚĞĞǆƉĂŶƐŝŽŶĂŶĚƉƌĞƐĞƌǀĂƚŝŽŶŽĨ ƚŚĞŝƌ
own specialism rather than the processes necessary to produce new and innovative services 
and have turned service areas into discrete functions that through the routines of repetition 
have become ossified and self-absorbed. 
 
This has also negatively impacted communication throughout the organisation, including the 
web team. For instance, the web team organises quarterly web development meetings for 
representatives from all service areas. During these meetings they usually provide everyone 
with a progress update of the various projects that they are involved in and how Broxtowe 
Borough Council compares to other councils in the UK. Unfortunately, attendance for these 
meetings is traditionally poor and few people actively partake in the discussions. 
Furthermore, few attendees actually pass on the information to their colleagues so in its 
current format these quarterly meetings serve little purpose. 
 
The fact that regular meetings are taking place is great; its content however is too generic. 
These meetings should ideally be used to show everyone what the individual service areas 
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within the Council are doing with their section of the website. It is an ideal opportunity to 
brainstorm about new ideas, share best practice and learn from each other. However, for 
this to work separate meetings at regular intervals need to be scheduled in between the 
web team and the representatives from the specific service areas. This keeps them 
committed to developing their section of the website and it also ensures that the content is 
regularly reviewed. 
 
8.3.3 Uncertainty over who owns the content 
The analysis section has exposed some of the problems of the CŽƵŶĐŝů ?ƐǁĞďƐŝƚĞ ?&ŝƌƐƚŽĨĂůů ?
the website contains an abundance of information, attachments and articles which 
complicates site navigation unnecessarily. Content is seemingly uploaded without the 
necessity for having to follow any protocol. There is currently also no mechanism in place 
that is able to monitor what content is uploaded, removed or changed. This is a big problem, 
ĞƐƉĞĐŝĂůůǇĐŽŶƐŝĚĞƌŝŶŐŶŽŽŶĞƐĞĞŵƐƚŽŬŶŽǁĞǆĂĐƚůǇǁŚŽ ‘ŽǁŶƐ ?ƚŚĞĐŽŶƚĞŶƚ ?DŽƐƚƐĞƌǀŝĐĞ
areas seem to think that it is the web team who own the information once it is on the 
website whereas in turn they feel that responsibility remains with the respective service 
area. This confusion in terms of ownership has clearly resulted in neither side taking 
responsibility, and over time, more and more information has been added. It is thus 
essential to ŝŵƉŽƐĞ Ă  ‘web content procedure ? ƚŚĂƚ ĐůĞĂƌůǇ ĚĞĨŝŶĞƐthe roles and 
responsibilities for uploading, removing and maintaining content on the website, and in 
addition I would also suggest that a robust checking mechanism be implemented that 
monitors content upload in case people do not adhere to the procedure. People should not 
be allowed to add information to the website without authorisation of a senior member of 
staff from their respective service area. The same criteria apply for content removal and 
maintenance. 
 
Furthermore, there are not just content ownership issues between the respective service 
areas and the web team, but between the service areas themselves as well. For instance, 
Broxtowe Borough Council offers an asbestos disposal service to its citizens where it can 
collect pre-dismantled quantities of asbestos for a charge. The collection of this hazardous 
waste substance is the responsibility of the Waste and Recycling section and initial enquiries 
 Broxtowe 2.0: using CRM and Web 2.0 as a catalyst for service (re)design in order to improve citizen engagement 
Robin Albregt (2010)                                                                                  Page | 81 
can be made through the Contact Centre. The next example illustrates the problem. I 
wanted to find tŚĞŽƵŶĐŝů ?ƐĂƐďĞƐƚŽƐƌĞŵŽǀĂů procedure on its website and used  ‘ĂƐďĞƐƚŽƐ ?
as my keyword in the search option. The top search result opens up what appears to be a 
presentation slideshow (see figure 33) by a Dr. James Deverill, Managing Director for First 
Order Red Ltd. As an employee of Broxtowe Borough Council, not only am I concerned 
about the relevance and value of this content, but at the same time I wonder if this 
presentation is in fact copyright protected and does the Council therefore need the 
appropriate license to display its content? 
 
 
Figure 33  W Service area content ownership issue (1) 
 
The second  ‘ĂƐďĞƐƚŽƐ ?search result directed me to Modernisation and Capital Works (part 
of the Housing section) instead of Waste and Recycling (see figure 34), and rather than 
contacting the Customer Services Contact Centre as per the correct procedure, I am 
instructed to call Housing Repairs. 
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Figure 34  W Service area content ownership issue (2) 
 
TŚĞƚŚŝƌĚ ‘ĂƐďĞƐƚŽƐ ?ƐĞĂƌĐŚƌĞƐƵůƚhowever, not only directed me to yet another area of the 
Council (Health and Safety, part of the Health section) it also provided contradicting 
information (see figure 35). The above example clearly articulates the need for a web 
content procedure. Ownership has to be taken by the service areas to ensure that the 
information displayed in their section of the website is accurate and up-to-date and does 
not conflict with any other information provided by other service areas. 
 
Other examples such as unclear web page headings, spelling errors, incorrect contact details 
or applications that do not work or make any sense all indicate that the Council has major 
issues in terms of content ownership and whose responsibility it is to rectify the situation. 
On a more positive note, I do think that this situation proposes an opportunity to start 
talking to each other and break the silo mentality. 
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Figure 35  W Service area content ownership issue (3) 
 
8.3.4 Limited management support to promote the Web 
Another contributor to the ŽƵŶĐŝů ?Ɛ ƉŽŽƌůǇ ĚĞǀĞůŽƉĞĚwebsite is the lack of senior 
management support. Senior managers at Broxtowe Borough Council do not seem to 
comprehend the opportunities that the Web offers and most of them are from an era when 
there were no computers. These digital immigrants prefer to focus their attention on the 
more familiar access channels such as face-to-face and telephone. This is another big 
problem, especially considering senior management make most of the big decisions. The 
ƐĂŵĞ ĂƉƉůŝĞƐ ƚŽ ƚŚĞ ŽƵŶĐŝů ?Ɛ ƉŽůŝƚŝĐĂů Ăƌŵ ? ŝƚƐ ŽƵŶĐŝůůŽƌƐ ĂƌĞ Ăůů (semi-)retired digital 
immigrants who also cannot visualise the potential of the website. Consequently, few 
political meetings have the website on the agenda. 
 
If senior management does not appreciate the importance of developing the website, then 
neither will their direct reports. In fact, responsibility for updating the website is delegated 
downwards and little guidance or direction is given. Consequently, the skill-set of these 
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members of staff are not adequately developed and are unable to see and exploit the 
potential that the website offers. Most of them have only limited ICT skills and are 
unfamiliar with web development software. Their training has been inadequate and many 
will have only been shown the basics such as uploading content and attaching documents. 
They are also given insufficient time to practice and enhance their skills. 
 
With such little commitment and investment it comes as no surprise that ƌŽǆƚŽǁĞ ?Ɛ 
website is so poorly developed and why it only has a few citizen engaging options. And 
because there are so few options available, which also happen to be user unfriendly, hardly 
any citizens use them and this would in turn indicate to senior management that in fact 
there is no demand for investing in the website. 
 
To resolve the situation, change is required. The organisation needs more people who are 
passionate about the Web, who are also pro-active and are capable to align and motivate 
others by effectively communicating a vision of the desired future state. They must be 
encouraged by their managers and a two-way communication stream must develop which 
supports honest feedback and the sharing of new insights. In essence, the current 
traditional and hierarchical top-down management approach must be replaced with a new 
approach where like-minded people are sought throughout the lower levels of the 
organisation particularly who can support and re-enforce the change and positively 
influence people at their own level. 
 
For this bottom-up approach to work, middle managers play an important role since it is 
them who must source potential new candidates. Front line members of staff are usually 
best positioned to ascertain what is working well and what is not, and because they are 
most in-tune with the community they have the best understanding of what it is they 
actually require and demand. Besides, the ŽƵŶĐŝů ?Ɛfront line has a larger contingency of 
digital natives who are more at ease with using computers and the Internet and have a 
more open mind-set; they are willing to give things a try. Many of them already have 
Facebook and Twitter accounts and are thus familiar with social media networking. They 
tend to grasp new technology quicker as well and some are already familiar with terms such 
as tagging, blogs and podcasts. 
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Middle managers should arrange more web development training to improve the skill-set of 
the service area representatives whilst they also have to set aside sufficient time for them to 
practice their new skills; this is a very valuable exercise and probably the best way to learn a 
new software application. Although dedicating this time and resource may initially not 
generate any significant improvements, it is similar to a snowball effect and in the long-run 
it will positively impact service delivery and citizen engagement. 
 
8.4 The need for  ?ŽŶƚĞŶƚŚĂŵƉŝŽŶƐ ? 
ůů ƚŚŝŶŐƐĐŽŶƐŝĚĞƌĞĚ ?ƌŽǆƚŽǁĞŽƌŽƵŐŚŽƵŶĐŝůŶĞĞĚƐ  ‘ŽŶƚĞŶƚŚĂŵƉŝŽŶƐ ? ?ĂĐŚƐĞƌǀŝĐĞ
area within the organisation should identify and bring forward a Content Champion. Ideally, 
this person should be passionate about the Web, understand its potential and be 
ĐŽŵŵŝƚƚĞĚƚŽŝƚƐĐĂƵƐĞ ?/ŶĂĚĚŝƚŝŽŶ ?ĞĂĐŚƐĞƌǀŝĐĞĂƌĞĂƐŚŽƵůĚĂůƐŽƐĞůĞĐƚĂ ‘ĞƉƵƚǇontent 
ŚĂŵƉŝŽŶ ?ĨŽƌƐƵĐĐĞƐƐŝŽŶƉůĂŶŶŝŶŐƉƵƌƉŽƐĞƐ ?dŚĞĞƉƵƚǇŽŶƚĞŶƚŚĂŵƉŝŽŶĐĂŶƚĂŬĞŽǀĞƌ
responsibility if the Content Champion is away on annual leave, off sick or leaves the 
organisation. It is important that the Content Champion is passionate about the Web since 
this role can only be performed in addition to their current role and they will not receive any 
additional financial remuneration for it. 
 
Content Champions own the content of their respective service area and are thus 
responsible for the information provided on its web pages. They are an important part of 
the mechanism that controls the flow of information that is uploaded, removed and 
changed. It is their responsibility to frequently scan the web pages and ensure that the 
information being displayed to the citizens is up to date, accurate and does not contain any 
grammatical or spelling errors. They must also check that any attachments are still relevant 
and confirm that contact details still signpost citizens in the right direction. The Content 
Champion will more than likely be someone from the lower ranks within the organisation 
and so it is important that they work together with an appointed member from the 
management team who is responsible for the signing-off and granting of authorisation 
before any content reaches the Web, in accordance with the web content procedure. 
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The Content Champions will be the main point of contact between their respective service 
area and the web team; having this one single point of reference will simultaneously 
facilitate the flow of communication. The Content Champions will attend the quarterly web 
development meetings and share with their counterparts any work that they have 
completed or any progress that they have achieved. These meetings will be an excellent 
opportunity to stimulate debate and explore new ways of engaging the community through 
the Web. If, however, Content Champions are unable to attend, they can send the Deputy 
Content Champion in their stead and brief them beforehand. The Deputy Content Champion 
can in turn relay any information or actions resulting from the meeting back to the Content 
Champion, whilst the appointed member of management also is kept in the loop of any 
developments.  
 
The quarterly meetings could also offer an opportunity to stimulate debate about more 
general matters that are occurring within the service areas. For instance, the current 
economic climate has resulted in a significant increase in demand for services such as 
Housing and Council Tax Benefit, Housing and Homelessness; in the past two years the 
waiting list for a council house has grown to approximately 4,000! Considering that council 
housing is significantly cheaper than private housing, this could have a direct impact on the 
amount of benefit claims that are being submitted; after all, if more people are forced to 
live in more expensive accommodation then this could mean that more people require 
financial support from the state. However, despite the correlation of these services, the two 
service areas operate in fact separately. The website offers a solution since the information 
on the web pages for both service areas can be tailored accordingly. At the same time, 
citizens can also be signposted to alternative governmental bodies ƐƵĐŚ ĂƐ ƚŚĞ ŝƚŝǌĞŶ ?Ɛ
Advice Bureau and the Welfare Rights Office. 
 
Finally, Content Champions should also be included in the analysis of citizen related data to 
give them a better understanding of the levels of demand for their service area. This is a 
valuable exercise for them because it will enable them to consider how to develop their 
section of the website. In addition, the web team should supply them with monthly website 
statistics and provide an overview of how many visitors their web pages are attracting. 
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9. Recommendations 
Set out below are the recommendations detailing how Broxtowe Borough Council can use 
CRM and Web 2.0 as a catalyst for service (re)design in order to improve citizen (user) 
engagement: 
 
Make the website more user-friendly: 
x Review the website and check the content of each web page for its value to the 
citizen, ease of access and amount of views; 
x Remove content from the website which is incorrect, redundant, out-of-date, serves 
no purpose or does not work; 
x Re-design the Waste and Recycling section homepage (see figures 31 and 32); and 
x WůĂĐĞĂůŝŶŬƚŽtĂƐƚĞĂŶĚZĞĐǇĐůŝŶŐŽŶƚŚĞŽƵŶĐŝů ?ƐŚŽŵĞƉĂŐĞ ? 
 
Intensify data analysis: 
x Execute frequent analysis of the ĐŝƚŝǌĞŶƌĞůĂƚĞĚĚĂƚĂĐĂƉƚƵƌĞĚŝŶƚŚĞŽƵŶĐŝů ?ƐZD
system; 
x Create an information database; and 
x Enhance the reporting tool within the CRM system for more specific information; 
 
Start using social media networking: 
x Use social media networking such as Facebook and Twitter; and 
x Setup neighbourhood forums; 
 
Apply Web 2.0 applications: 
x Create a blog for the Chief Executive; 
x Give feedback applications a more prominent position; 
x ƌĞĂƚĞĂ ‘ŚĂǀĞǇŽƵƌƐĂǇ ?ƉĂŐĞ ? and 
x ůůŽǁ ĐŝƚŝǌĞŶƐ ƚŽ ĐƵƐƚŽŵŝƐĞ ƚŚĞ ŽƵŶĐŝů ?Ɛ ǁĞďƐŝƚĞ ĂŶĚ ƉĞƌƐŽŶĂůŝƐĞ ŝƚ ƚŽ ƚŚĞŝƌ ŽǁŶ
needs and unique requirements; 
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Develop more e-enabled services: 
x Develop e-enabled services for missed collection enquiries, new bin applications and 
replacement bin requests. 
 
Change the organisational structure to support the Web: 
x Re-locate the web team to a central location; 
x Implement a web content procedure that describes the roles and responsibilities for 
uploading, removing and maintaining content, clarifies expectations and defines 
ownership; 
x Implement a robust checking mechanism to monitor content upload; 
x More commitment from management; and 
x Create Content Champions 
 
10. Conclusion 
This report has examined how Broxtowe Borough Council can use CRM and Web 2.0 as a 
catalyst for service (re)design in order to improve citizen (user) engagement. My analysis 
focused on Waste and Recycling Management as the case study environment and through a 
comprehensive discussion of my findings I have concluded how the Council can use CRM 
and Web 2.0 to engage its community. 
 
It has to make its website more user-friendly and so attract more visitors, particularly return 
visitors. The website should be thoroughly reviewed and each web page assessed for its 
value. Any content that is incorrect, out-of-date or has no purpose should be reviewed 
whereas the Waste and Recycling section homepage needs to be re-designed and located 
ŽŶƚŚĞŽƵŶĐŝů ?ƐŽǀĞƌĂůůǁĞbsite. 
 
The organisation must use its CRM system and frequently analyse its captured citizen 
related data. Pulling this data together in an information database will expose the levels of 
demand and identify trends, seasonality, peaks and troughs and the highest volume 
services. This is invaluable information for the reason that it allows the Council to 
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understand the needs and requirements of its community better and it is therefore able to 
apply a citizen focus and redesign its services and make them more citizen-centric. 
 
Broxtowe Borough Council should use social media networking sites such as Facebook and 
Twitter and set up neighbourhood forums to offer new ways of citizen engagement. It 
should also apply Web 2.0 applications such as weblogs and allow citizens to customise its 
website and personalise it to their own needs and unique requirements ?  ‘ŚĂǀĞǇŽƵƌƐĂǇ ?
page should be developed and providing feedback should be made easier. The Council must 
furthermore develop online services for missed collection enquiries, new bin applications 
and replacement bin requests. 
 
To achieve this, the web team has to move more centrally whereas a web content 
procedure must be implemented that describes the roles and responsibilities for uploading, 
removing and maintaining content, clarifies expectations and defines ownership. 
Importantly, management simply has to be more commitment and support the 
development of Content Champions. 
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12. Appendices 
 
Appendix 1  W missed bin collection process map 
Source: Private and Confidential 
 
N.B the enquiry reporting time has been altered to 4pm since process map sign-off 
 the additional collection charge has since increased to £14.00 for 2010/2011 
